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OUR NEW BOOK... RIGHT OFF THE PRESS! 


It's packed from cover to cover with illustrated suggestions 
on the advantageous and profitable uses of metal display 
equipment. 












If your copy has not reached you, be sure to write for it at 
once ... IT'S FREE! It will prove of real value in planning 
new stores, store revisions and modernizations, equipment 
replacements and additions. 


a Be «OREFLECTOR-HARDWARE CORPORATION 





GENERAL OFFICES AND FACTORY: 
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ARE DOING BIG THINGS FOR AMERICA’S 
LEADING PRODUCTS... 


Min-Events— an original WLS development— are visual demonstrations in third 
dimension .. . interesting to look at—easy to understand. They get more attention 
— more interest — tell their story more quickly and have a long life. 


Make your reservations now for spring and summer show- 
ings—no cost except small incoming transportation charge. 


P. E. Fenton, Scovill Man- 
ufacturing Co. writes— 
“... U think it is a grand 
job. We thought the idea 
is , eg was good, but what you 
ae produced exceeded our 
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WRITE TODAY Free ON LETTERHEAD 


SUMMER * SPORTS * TRAVEL 


Printed in color featuring five new low 
cost Comura (Commercial Murals) designs 
and suggestions for their use. Also avail- 
able are four Out-of-Door Posters printed 
in twelve oil colors—halftone. 


NEW YORK WORLD'S FAIR 


Large illustrated folder shows and de- 
scribes all the N. Y. World's Fair Display 
and promotion material—complete with 
prices. Everything necessary to make 
dramatic exhibitions! 


W.L. STENSGAARD & ASSOCIATES, INC. © 346 N. JUSTINE AVE., CHICAGO, ILLINOIS 


NEW YORK OFFICE: RCA BUILDING, ROCKEFELLER CENTER 
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Thrilling Spring tonic. New drama. Fresh genius of display. 
» » Haunting color floods our completely refashioned show- 
rooms . . . newly designed and decorated by ELEANOR 
LE MAIRE. » » Arresting freshness of life itself animates 
subtle, compelling, new mannequins by CORA SCOVIL. ... 
Moods of tomorrow sparkle in glass and metal fixtures by 
CYRILLE STEINER STUDIOS. » » Fascinating mannequin 
and display decors by HELEN COLE. 


Give yourself an hour, two hours—in this deluge of display 
ideas. See merchandising miracles embodied before you. 
» » Dramatic spectacle of form, color and light. A new 
dawn of display ideas... to greet the dawn of Spring » » 
Gala Opening March 21st. 


JAS. B. WIELLIAMS, tne. 


498 SEVENTH AVENUE, NEW YORK CITY 
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The Changing Display fcene 


The display picture has clarified itself so 
definitely during the last five years that I 
feel it is important, at this time, to stop and 
analyze the present-day scene. 

We all agree that the fundamental purpose 
of display is to sell goods. And we all agree 
that the first element is the product itself. 
The Indian, when he goes to the trading 
post, never comes in and asks, “Show me 
something.” He looks around and eventually 
points to what he sees, saying, “I want that.” 
We know that this is a fundamental shop- 
ping habit. We know that the customer 
buys what he sees. Therefore, we must 
make it possible for him to see our goods. 
This effort we call display, and, if it were 
not for competition in selling goods, our 
display problem would be relatively simple. 

To understand how this competitive sell- 
ing influences display problems, let’s con- 
sider the first trading post. One person was 
chosen to provide the community with things 
that it needed. He provided an essential 
service—this service was so apparent that 
all he had to do in the way of display was 
to show the goods. How he did it was un- 
important. Eventually the community grew 
and there was room for another shopkeeper. 
He carried the same merchandise and at 
practically the same price. It became neces- 
sary for the first merchant to consider how 
to show his merchandise so that it would 
look better than that of his competitor. Dis- 
play was born. But the competitor refused 
to go out of business, so he, too, made 
similar efforts to make his goods look bet- 
ter. Both merchants were now using display 
as a medium of selling. At length the com- 
munity became a great trading area. There 
was room for shopkeepers in several price 
fields, and each field developed great com- 
petition for business. Display became com- 
plex because it was now realized that what 
one group of consumers thought looked well, 
another did not. Soon, however, each group 
developed its own technique and display 
types became established as having appeal 
for specific consumer groups.. I refer, of 
course, to high style, high price, popular 
style, popular price, and low style, low 
price. 

At length each group realized that it must 
consider how to show its goods to make 
them look better than competition in this 
group. Competition always followed the 
leader. This leader realized he must con- 
stantly consider some new angle to make his 
displays more appealing. He then discov- 
ered that he could tell something about his 
goods. Then dramatized display was born. 
Some important feature of a specific product 
was selected as having dramatic possibilities 
for display. So the leader did an important 
job of so-called dramatizing, but soon all 
competition followed and it was the same 
old story. At length all stores in each price 
group looked alike. 


*Address given at the National Retail Dry Goods 
Association convention, New York City 


By ALBERT BLISS, President* 


Bliss Display Corporation, New York City 


We now reach present-day display tech- 
nique, which had its inception about two and 
one-half years ago. The leader tried some- 
thing new. 

He said, “We are all selling virtually the 
same product, at the same price, and we're 
all telling about it in more or less the same 
way. Now, I’ve got to do something to get 
the consumer in front of my store and into 
it.’ So the publicity, or news-making, dis- 
play was born. Again, the leader went to 
town. He pulled a fast one when no one 
was looking. His method of leadership can 
be boiled down to one word. He created 
surprise. It clicked—and it was copied by 
competitors. 

To explain the present scene in display 
more clearly I should like to review inner 
forces at work on Fifth avenue starting four 
years ago. 

About this time on the 
promotions reached such a point of story 
telling that the kick had gone. Methods be- 
came so tormularized that each store lacked 
special personality. The type of back- 
grounds, both architectural and decorative, 


Avenue display 


and the various media used were so regi- 
mented that each store in its own price 
group looked alike. Merchandise looked 
alike, price was consistent, and backgrounds 
had the same style stamp. Once in a great 
while (as witness the B. Altman stage coach 
window, the Lord & Taylor curved panel 
backgrounds and one or two others) remote 
promotions stood out. 

But, in general, the Avenue had its stamp. 
Technique of placing merchandise in the 
windows was regimented. Colors varied but 
architecture in the nature of movable panels 
and center arches remained the same. Sur 
prise was gone and progress seemed at a 
standstill. 

Dorothy Shaver, Lord & 
Taylor, was the first individual, I think, to 
strive to get out of the rut. She started 
with merchandise. She complained about its 
placement. Her instructions were to get 
away from so-called “balanced” trimming. 
“Throw it from the ceiling if you must, but 
get away from formula. I want an element 
of surprise about our windows,” she said. 
Her instructions followed literally. 
Strange new ramps were devised. Sweaters 
and other apparel were thrown casually 
from these ramps. Great sweeps of mouline 


vice-president, 


were 


were draped from the ceiling and hats were 


pinned to this mouline. Regulation forms 
and fixtures were discarded and new shapes 
were created. And all these shapes fit her 
specifications—that the placement of mer- 
chandise must look different, and must be 
surprising. 

In the beginning the merchandise looked 
But the windows had surprise. The 
Inci- 


messy. 
fresh, new appearance. 
trimmed 


store had a 
dentally, windows were 
with this new method. Lord & Taylor 
showed greater assortments. The method ot 
heavy trimming was criticized, but everyone 


heavier 


watched the windows and observed that 
greater assortments were being shown. This 
alone appealed to merchants in the Lord & 
Taylor price field who were reluctant to lose 
the appearance of style and chic by trim- 
ming too heavily. This effort of Miss Shaver 
was so fresh that volume started to pick up. 
Competition followed the new technique. 

The next real shot in the arm came from 
a woman by the name of Helen Cole at 
Bonwit Teller. Lord & Taylor had led the 
way in developing a chic, casual manner in 
showing large assortments. Helen Cole 
liked it. But, instead of copying Lord & 
Taylor, she went one step further and for 
the first time, to my knowledge, an entire 
bank of windows was used to give a free 
placing greater importance on the 
show than the merchandise in the windows. 
[ refer to the Salvatore Dali surrealist bat- 
tery of windows. Here was a promotion de- 
voted essentially to giving the public free 
entertainment. Institutional windows with- 
out merchandise have been done for years, 
but invariably in back of this institutional 
promotion has been an essential effort to sell 
the store as a vital part of the civic life of 
the community. But 
dows were so far apart from the usual 
institutional window that everyone but 
Helen Cole dropped it like a hot potato. 
She took a long chance. Surrealism had 
such a limited appeal that on the surface it 
was a dangerous idea to touch. But, under 
the surface, these windows had great pub- 
licity possibilities. One fundamental axiom 
of the showman is, “Make them talk about 
me.” 

You know what happened when the Dali 
windows were put in. Crowds looked all 
day and, wonder of wonders, crowds assem- 
bled every night—in a location where only 
casual night strollers passed. Newspapers 
carried stories about the promotion. Thou- 
sands of new people came to get a free 
show; out of the thousands, hundreds be- 
came new friends and customers of Bonwit’s 

and Bonwit’s started to show profits. 

Instantly this part of the Avenue woke up. 
Specialty shops got in line. Bergdorf’s put 
their show on at night. Catherine Oglesby 
put on a beauty show in Helena Rubinstein’s 
window, with live models. After four days 
the law took out the live models. But the 
make-up business in the salon jumped 120 
per cent these four days. Overnight a new 
formula was established. 

Two display personalities on the Avenue, 
always reluctant to follow, vet 
anxious to create the essential surprise, were 
Richard Wallace of B. Altman, recently 
passed on, and Miss Shaver of Lord & 
Taylor. Wallace, refusing to follow in the 
line of surrealism, yet anxious to retain at- 
tention on lower Fifth avenue, employed the 
use of a fundamental principle—scale. If 
every store has windows 8 or 10 feet high, 
the scale of these windows looks alike. He 


[Continued on page 46] 
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Los Angeles Windows 
Reflect Spring 


By HELENA B. ROGERS 
California Display Technique, Los Angeles 


In the land of perpetual (almost) sunshine, 
where 90 per cent of the days are balmy and 
sunny, the job of proclaiming to the world 
that it is really spring again and not just 
another bright day falls upon the shoulders 
of local department store windows. 

This season they have run the gamut from 
ultra modern, “sphere of tomorrow” tenden- 
cies to simple, forceful selling displays. 

The strong Victorian influence in women’s 
spring apparel is adroitly handled by Dis- 
play Director Carl Ahlroth, The May Com- 
pany. “Signalling Victorian Victory In Eve- 
ning Clothes!” is the fashion theme. (First 
photograph.) The background is in dusty 
pink (very reminiscent of that particular 
era). A large oval and gate are white. The 
white rope fastened to one side of the oval 
is looped through an elaborate wheel of the 
same color at the top of oval. This holds 
a deep pink coolie hat, out of which spill 
cellophane morning glories, some of which 
twine around the rope and over the gate. A 
mannequin attired in a formal dinner “suit” 
stands on a dusty pink circle edged with 
white rope. A large well is at one side of 
the displav, the base being in deep pink, 
while the well, lacy wire fence, bucket, rope, 
wheel and cellophane flowers in the bucket 
are all in white. Natural ferns are placed 
at the sides of the well, giving tonal quality 
to the pastel shades. The window is spot- 
lighted from inside the well and the ceiling. 

With the inference that “fine feathers 
make fine birds,” J. W. Robinson Company 
gracefully dramatizes women’s millinery, 
using pastel gloves, colorful corsages, and 
vards of wide candy-striped taffeta ribbon 
ending in a huge bow with the bird wings 
forming the center. (See second illustra- 
tion.) The theme is “A New Bee In Fashion 
3onnets!” The colors used in the merchan- 
dise are warm and gay, with the whole ar- 
ranged against a cool, green background. 
The floor panel is of black moire. Glass 
cylinders and circles maintain the heads and 
accessories, with feather tipped “Lucite” rods 
extending through the cylinders. Suspended 
from the ceiling, just off center, is a large 
bird perch holding a fantastic yellow and 
green bird with long, flowing tail feathers 

Extremely dramatic in its “eye attracting” 
quality is the sportswear window of one 
of Los Angeles’ leading stores, nationally 
known for its outstanding fashion co- 
ordination job. As the smart California 
sportswoman varies her wardrobe’ with 


—Victorian influence in women's apparel is 
adroitly handled in the first display by Carl 
W. Ahlroth, The May Company Seo ee 
Robinson's dramatizes “A new bee in fash- 
ion bonnets!" . . . The third illustration is of 
a display from a leading store whose policy 
prevents it being identified here. . . . (All 
photographs by courtesy of California Dis- 
play Technique, Los Angeles)— 
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—Another forceful display is seen at the 
right, followed by a setting in which the 
rays of Old Sol beam down from unusual 
angles. The keys are gold-finished and serve 
as displayers for the yard goods. . .. The 
display of men's wear is by Blu L. Pinnell, 
Desmond's, playing up the theme "Hello 
Spring!"— 


tweed jackets in mixed colors, contrasting 
blouses and scarfs, this window is especially 
effective. Striking a note of extreme mod- 


_— ernism is the large bouquet of cherry blos- 
and soms substituted for the top of the manne- 
orld quin, while the chic little tweed jackets, 
Ania seeming to be ripe for the “plucking,” dangle 
lers from the ceiling at varying heights. Tree 
branches also are suspended from the ceil- 
— ing. The background is in sun-beige, form- 
len- ing a good neutral tone for displaying bril- 
; liantly colored tweeds and accessories. 
oS Beautifully handled is an accessory 
Dis- window seen in the first picture on 
_— this page. Gloves and veils are the mer- 
“nl chandise, and veils, unless adroitly handled, 
‘irst may become cluttered heaps. The fashion 
usty tie-up here is definitely new and interesting, 
ular carrying the thought “New Affinities In The 
The Fashion World—Gloves and Veils—Match- 
oval ing Color Notes To Spice Spring Costumes.” 
the The background is painted sun-beige. The 
olds window is spotlighted from the ceiling and ——, 
spill open dividers at the rear. Graceful gloved i =] 
hich hands attached to the ceiling hold the rope = 
A swings, the seats of which carry bags, gloves, IW 
uit” perfume, and hats draped in veils. Flower ESN 
with cutouts on wooden dowels hold veiling : aN 
e of draped from bolts, also boutonnieres and NY 
ink, gloves. Grass matting is used at the base. IX 
_— One of our famous downtown department VAS 
cket ae : ‘ aSS> 
stores here has chosen Old Sol to beam WAS 
aced from unusual angles in their windows. I ENS: 
“i sus gles in their windows. In WAS 
ality one particular window (second from top) WANE 
pot- displaying yardage, the spring fashion note i; SS 
ling. of color is emphasized by the caption S 
hers “Modes of Spring Stress Color! Blended | SS 
pany Harmonies The Key To Spring Fashions.” : Muu 
hid: The background is in sun-beige. Green, 
and blue, and rust panels with huge black 
»bon wooden key-holes are placed “out” from the 
ings background. Large gold-finished wooden 
stra- keys make excellent props on which to hang 
hion the yardage in stripes and plaids, teamed 
han- with dyed-to-match plain colors. Old Sol 
alt suspended from the ceiling has sunbeams of 
und. various colors with a halved gold metal ball 
lass as the center. 
and A simple, clean-cut display of men’s wear- 
rods ing apparel employs spring flowers and gar- 
nded den implements to express man’s need to 
arge renew his outward appearance at this sea- 
and son. Display Director Blu L. Pinnell, Des- 
hers. mond’s, plays up the theme “Hello Spring!” 
ANS by displaying casual and comfortable Char- 
one ter House clothes tailored by Fashion Park. 
rally Che flooring is in Nile green, while the gar- 
_— den implements, birds, flowers, and pots are 
salaries a bright yellow. A modern white displayer 
with is used, and the window is spotlighted from 
the ceiling. 
Proclaiming the “Modes of Spring 1939” 
to carry out the store-wide theme of “You'll 
Look Ten Years Younger This Spring,” 
[ Display Director S. A. Raymond, Broadway 
Department Store, effectively uses much 
| color. The background panel of “Celo- 


. | tex” is painted a gray-blue. The pillars and 
[Continued on page 48] 
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Substantial Settings 
Is Cotham Irend 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


In a definite departure from the seasonal 
this time by 
flowers, recent 
strong trend 
architectural 
huge 


themes usually interpreted at 


flowers, flowers, and more 
New York displays reveal a 
toward the substantial 
settings. These take the form of 
frames enclosing an entire window or high- 
fashion figure, -painted 
period design, and 


more 


lighting a_ single 


doorways in rustic or 
many variations on the picture frame motif. 

The most frequently frame units 
show the figures bursting through paper, o1 
halt tilted 
which text and sketches carry out the fash- 


used 


figures resting on frames on 
ion theme. 

White enameled wire units also reflect the 
theme of spring—Franklin 
Simon's using new mannequins of this ma 


graceful, airy 


terial as a tollow-up to the bicycles, rick 
described here. 
“Pretty! Pretty! Pretty !’—declares Lord 
& Taylor, dramatizing “the return of the 
shirtwaist and skirt” as the highlight fash 
recent 


shaws, et recently 


ion feature of an entire battery of 
\venue The simple pastel-tinted 
backgrounds Director 
Dana O'Clare allowed full play to the “ani 
whose laughing, chat 
gesturing enhanced the frilly 
sheer white blouses and made 
and appealing picture 


windows. 
designed by Display 
mated” mannequins 
ting, poses 
charm of the 
each setting a gay 
of spring 

The wall 
soft citron-green with gray painted benches 
broken by 

Flowers 
over the 
A whim- 


curved here was finished in a 


following the wall outline and 
little tubs of green privet. 
were strewn with a lavish hand 


shrubs and the dark green floor. 


neat 





sical note entirely in keeping with the mood 
of the window was the hanging bird’s nest 
of loosely woven twigs filled with gaping- 
mouthed fledglings. 

Beautifully patterned wallpapers 
imaginatively used to cover wooden arches, 
doorways, and trees in a dramatic and lovely 
spring fashion windows at Alt- 
man’s, as seen in the second photograph. 
Three classic arches are featured in this 
window by Hal Williams, director of dis- 
covered with a different type 
One uses a bold floral pattern 


were 


series of 


play, each 


wallpaper. 


on an ivory ground, the arch at the left a 
greenish sea motif and the one in the rear 
a small chintz flower pattern in reddish 
tones. Painted shadows lend an illusion of 
depth and contour to these flat profile cut- 
outs and painted cracks and scars are used 
to achieve an aged and crumbling aspect- 
especially in the two rear arches, which re- 
semble old Roman ruins. 

The position of these arches as they re- 
cede in size toward the backwall gives the 
effect of great depth to the window, this 
being accentuated by the low-hung clouds 


and blue shadowed hills painted across the 
background which is opened for a full sweep 
of three windows on either side of the door. 

The floor is finished in a soft green dap- 
pled with shadows, and the’ ornamental 
flower stand, painted to match, holds a fresh 
green fern. The chintz patterned paper is 
used for the cut-out frame enclosing the 
fashion text. 

With new “silhouette” 
white enameled wire in the role of angels, 
Display Director Beaumar Jaimes of Frank 
lin Simon created heavenly settings to reflect 
the light and airy mood of spring fashions 
Each of the five windows was carried out in 
a different pastel tone—this one in pink 
with brush strokes of a currant tint sug 
gesting the varied shading of a summer sky 

Clouds of silky angel hair massed ovet 


mannequins ol 


—Upper display, by Dana O'Clare, Lord & 
Taylor, dramatizing the return of the shirt- 
waist and skirt as a fashion highlight. . . 

At left, a setting by Hal Williams, for B. 
Altman's. ... (All photographs by courtesy 
of Worsinger Window Service, New York) — 
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—Silhouette 'mannequins" of white enam- 
eled wire are featured in the display at the 
right, by Beaumar Jaimes, Franklin Simon. 

. . Irving Eldredge, R. H. Macy & Co., 
osed a reproduction of a French bookstall 
to display millinery of French inspiration. 
. .. The rich colors of a Gauguin painting 
are repeated in the merchandise displayed 
by Tom Lee, Bonwit Teller, as seen in the 

lower illustration— 


vire frames were sprayed inside in pink and 
illuminated from within to diffuse aureoles 

f rosy light over the scene. On these the 
mannequins appeared to float, though actu 
ally they were suspended from the ceiling 
by white velvet ribbons tied to their hands 
und necks. Incidentally, these figures are 
constructed on actual bodily contours—only) 
the arms and legs being in profile—and as 
shown here, wear regulation clothes ordi- 
narily carried in stock. 

The show card was especially effective- 
a wash of pink done over the back of the 
scroll and the lighting from within the cloud 
giving it a translucent glow. The text let- 
tered in the currant tint read, “Hats and 





Hems show Spring in Silhouette ... Suits 
with little-girl flare.” 

Paris comes to Macy’s in the form of an 
old French bookstall, which Display Direc- 
tor Irving Eldredge ingeniously used as at- 
mospheric setting for Paris-inspired milli- 
nery. Two tones of pink were used for the 
large unit, which was a flat cutout heavily 
shadowed in a deeper pink to create an 
illusion of depth and perspective. The gay 
be-ribboned hats were carried along the 
wooden counter and flanked on either hand 
by Parisian newspapers and magazines 
vhich sounded an authentic fashion note. 

Regulation hat boxes piled informally 
long the base of the unit were covered in 
oft tulip-colored satin—the mauves, pinks, 
iolets, and pale greens repeated in the 
raceful sprays of paper tulips spaced here 
nd there among the boxes, and the hats 
vrapped in clouds of misty veiling. A pink 
low was shed on the backwall from con- 
ealed lighting fixtures. 

“Highspot of our just-opened Accessory 
ounge ... Hermes famous ice-cream finish 
iede accessories in Gauguin Rose, Blue, 
.pricot . . .” read the fashion headline in 
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this Bonwit Teller window where Display 
Director Tom Lee used an original and col- 
orful theme. 

The reproduction of a painting by the 
great colorist, Gauguin, was enclosed in a 
wide frame of natural burlap. Arranged in 
colorful groupings around the neutral frame 
and brought thus in close proximity to the 
actual painting, the accessory tones are seen 
to repeat the rich sun-drenched colors made 
famous by Gauguin and promoted here in a 
wide variety of fashion items 

Under the headline, “Paris News,” Lord & 
Tavlor drew back the curtain on French 
import fashions as brilliantly spotlighted in 
a full stretch of Fifth avenue windows by 
Dana O’Clare. (Not illustrated.) Further 
to emphasize the tashion importance of the 
“Paris Originals” two figures in each setting 
were posed above the window level and in 
dividually spotlighted from within the set 
back wallboard frames, cut out to simulate 
drapery. The frame was finished in a typi- 
cally Parisian color scheme of pink and 
blue stripes and stippled all over in white. 
White gloved hands appeared to hold back 
the valance. 
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Display Studic Problems 


flocking has 
display, 


years 
by-word in 


During the two 
become an important 
showing a definitely increased use on show- 
cards, backgrounds, interior signs, and dis- 
plays in general. 

While flocking is not primarily a durable 
product for outdoor use, it is being used 
extensively for temporary fair banners, flags, 
display banners, and street banners. Its use 
in this manner adds greatly to the richness 
of the effect and is still within the means of 
the display shop to apply it economically, 
thereby producing a more attractive piece 
little additional 


past 


for the occasion with very 
cost. 

Window and store display departments in 
some sections of the country have made ex- 
while other sections 
entirely. The 
lack of 


tensive use of flocking, 
away from it 
reason for this seems to be 
to methods of applying it 
swiftly and economically. Different types of 
flocking—silver metallics and smalts—have 
been applied for years, but the methods of 
application were rather costly and slow, 
which kept flocking from becoming standard 
practice in the department store display field. 

The introduction of the new flocking gun 
has put the product on a low-cost basis; the 
cost of the gun is low and can be offset in 
a few jobs. If the display shop lacks the 
facilities for air pressure, compressed air 
can be bought in cylinders and will operate 
a flocking gun perfectly. Display shops are 
learning of this method and also are finding 
that they can ask a higher price for their 
products when they use flocking because to 
the average person flocking adds richness to 
the piece and is a novelty. 

In many instances flocking is 
overdone on the individual 
erly to carry out its richness and design, the 
artist should not put too much flocking, or 
too many varied colorsf on a single piece. 
A display with only a small portion flocked 
looks better than an overdone piece. 

After all, unless the display, showcard, 
sign or piece of advertising does the selling 


have stayed 
main 


knowledge as 


greatly 


piece. Prop- 


job, and carries a selling story, it is worth- 
less no matter how well it is executed. The 
usual trend of the display artist is to pro- 
duce a piece from an attractive standpoint, 
rather than from that of the commercial 
selling value of the item he is advertising. 
This is not true in all cases, but it is some- 
thing every displayman must watch out for 
in order to insure the best results. Flocking 
is still a novelty with the public and if over- 
done it tends to draw the attention from the 
merchandise or the idea it is promoting. 

This article is not intended as an “Instruc- 
tions For Use” piece. It is written with the 
idea of offering a few suggestions and citing 
the experiences we have had with methods 
of flocking. 

Over the past four or five months, we have 
produced several hundred large display 


Vil. FLOCKING 


By H. W. MORTON 
Coleman Lamp & Stove Co., Wichita 


background panels, as well as display cards 
and banners, which have contained a portion 
of flocking. At first we were of the idea 
that flocking would prove too expensive, but 
after using the flocking gun and 
adapting a spray booth for flocking purposes 
so that the flock which collects on the walls 
and floor can be salvaged, we found that a 
single pound of flock goes a long way it 
used by a careful operator and handled 


special 


cleanly. 

In quantity production, naturally we in- 
vestigated flocking cost and, more impor- 
tant, the labor cost of applying the flock. It 
required considerable experimenting to find 
the most application of flock 
without delay due to drying 
time and the pick-up of flock from the booth 
so that production could be kept running— 
and at the same time salvaging the flock, 
thus eliminating the necessity for a large 
stock. 

To apply flock properly with the 
process method, the paint should be a thick, 
heavy, synthetic color to match the flock. It 
should be processed onto the panel in a 
much heavier consistency than for the ordi- 
nary running of display cards or banners. 
The addition of a small amount of synthetic 
transparent base to the process color helps 
to create an additional stickiness. In pro- 
duction where the process runs faster than 
the actual flocking, paint should be slowed 
down with a retarder to keep it in a sticky 
condition for the time required before the 
flock is applied. This is especially true in 
running large pieces or very small pieces 
and, because of differing atmospheric con- 
ditions in various parts of the country, some 
amount of experimenting should be done 
before any large flocking job to determine 
how much retarder to add to the paint. 

In most instances, once over with the 
squeegee does not put on a heavy or thick 
enough coat of paint. The piece should be 
gone over twice with the squeegee without 
moving the screen and the squeegee should 
be run in the same direction for both appli- 
cations. 

Ii two colors of flock are to be applied 
to the same panel, one must be put on first 
and allowed to dry for twenty-four hours, 
after which the second color can be’ put on 
and flocked without any danger of the two 
colors of flock sticking to one another. 

After each color is run, a certain amount 
of flock sticks to the rest of the panel. To 
brushed off with a 
clean sheet of 


economical 
unnecessary 


screen 


salvage this it can be 
soft dusting brush onto a 
paper and used again. 

To apply the paint by hand, where there 
are only a few pieces or to cut-out letters, a 
synthetic bulletin color works best with the 
addition of a little synthetic transparent 
base. Care should be taken not to add too 
much of the transparent base to your bulle- 
tin color as it will be hard to brush. Some 


have had success in thinning down the proc- 
ess color to apply with a brush, but on cut- 
ting it with thinners it does not have the 
same stickiness as the bulletin colors with 
the addition of a little transparent base. 
Bulletin color flows better with a brush as it 
is specifically made for brushing purposes. 
This does not usually require slowing down, 
although the painter should work fast in 
brushing the paint as it sets up fairly rap- 
idly. This should be brushed on rather 
heavily; the addition of the transparent base 
keeps the bulletin color from running or 
causing similar trouble. 

To flock cut-out letters, either ot wall- 
board, wood, or cardboard, the fastest way 
is to use about the same consistency as the 
bulletin color for the hand application men- 
tioned above and to dip the letters in the 
paint, letting them drain off a few minutes 
and then placing them on a heavily oiled 
cardboard and applying the flock. The card- 
board should be oiled with a good grade of 
lard oil and should be oiled the night before 
and let set overnight so that the oil can 
penetrate into the board. While consider- 
able flock sticks to the cardboard as well 
as the letters, causing some loss of material, 
this method makes up enough in labor time 
to pay well for the loss of material. 

After drying for twenty-four hours, the 
letters can be removed from the board and 
the little particles of flock and paint pulled 
or shaken off. The flock remaining on the 
oiled cardboard should not be salvaged as 
the oiliness will cause it to stick together 
and give trouble if used again. 

To apply flock to showeards tor cheap 
temporary work where the paint is to be 
applied by hand, a glue solution can be sub- 
stituted in place of the bulletin color. While 
it is not as permanent and does not make 
as rich a job as the bulletin color method, 
for a cheap job it answers the purpose. The 
glue solution can be made up by using regu- 
lar LePage’s glue, thinning it down with a 
little water so that it can be brushed freely; 
however, it should be kept to a rather heavy 
consistency and this can be determined by 
the operator with a little experimenting. To 
color the glue, regular show card colors can 
be used. The sizing should be the same 
color as the flock in every instance, or at 
least near the same color. If the piece dries 
too fast before the flock can be put on, this 
glue solution can be “slowed down” by add- 
ing a very small amount of glycerine. This 
must also be determined by the operator as 
weather conditions in different sections will 
give a different action for the glue size. 

The operator, in using the gun for flock- 
ing, should always run his flock through a 
flour sifter onto a clean paper before putting 
it into the gun. While some colors run 
without the sifting process, in certain cli- 
mates where there is a great deal of mois- 

[Continued on page 51] 
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Sell 


Selling children’s apparel or equipment 
via display has more to it than might be 
thought from a cursory inspection. It is 
not far-fetched to say that children, even 
before they reach the teen age, have a cer- 
tain sense of style-rightness—an instinctive 
knowledge that is sometimes shown in sur- 
prising ways. It is not enough to place the 
merchandise in the window with little en- 
deavor to make a finished display of it; 
even if this would “get by” with the chil- 
dren, there is still the parent to consider 
and it is she that does the actual purchasing. 

There are several sure-fire ways of catch- 
ing the child’s attention. One is the display 
that affords amusement, where something is 
taking place that is naturally interesting to 
children. Another is the display in which 
novelty is featured: an ordinary situation 
given an unusual twist, the use of motion, 
etc. A third is naturalness of setting—one 
the child realizes instinctively is “right;” 
preferably this will be the dramatization oi 
some incident or scene with which he is 
thoroughly familiar, for dramatic settings in 
this type of display are just as essential as 
when appealing to the grown-ups. 

Here at Shillito’s we devote an average 
of one or two large windows each week to 
children’s apparel displays, with consistently 
good results. If the large space is not avail- 
able, then three or four smaller windows are 
used, 

The application of the different appeals 
mentioned above is exemplified in the three 
displays shown here. The first, used at 
Shillito’s to stimulate the sale of play equip- 
ment as well as play togs, depended on nat- 
uralness of setting and amusement dear to a 
child’s heart for attention value. Absolutely 
definite sales results could not be estab- 
lished, since some four departments were 
represented. The general reaction, how- 
ever, was very favorable in every respect. 

Karl Kneis designed the second display 
for Stix, Baer & Fuller, St. Louis, Mo. The 
situation was one familiar to most every 
child—and what little girl or mother would 
pass up such an attractive grouping of 
figures ? 

Amusement, natural setting, novelty, and 
interesting situation were all combined in 
the third display—by Malcolm J. B. Tennent, 
Meier & Frank, Portland, Ore. The window 
tank was filled with water dyed a deep blue. 
An underwater mechanism carried the fish- 
erman's line in circles, as if from the tug 
ging of a fish. 
Children will stop, look, and persuade 
ie@ir parents to buy if your displays appeal 
» them—but such displays demand study on 

part of the displayman just as do those 


tl 
t! 
tor major apparel. 

—Playground display, by William Arinow ... 
garden frock window by Karl Kneis, for 
Stix, Baer & Fuller, St. Louis, Mo... . final 


display by Malcolm J. B. Tennent, Meier & 
Frank Company, Portland, Ore.— 
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Men’s Wear Displays 
To Ihe Fore 


The three pictures on this page are of 
displays by George H. Wagner, J. L. Bran- 
minute€ FASHIOn ty wn deis Company, Omaha, Neb. The innovaticn 
f at +p" of saddle-stitching was dramatized by a sec- 
tion of a modernistic clock, with the hancs 
pointing to one minute of midnight. This 
is followed by a display of formal wear in 
which white figures and silver stars on a 
black duvetyne circular panel rested against 
a curtain of white rayon. Ina B. V. D. pro- 
motion of Frank Buck pajamas Wagner used 
tropical trees and foliage for the jungle 
atmosphere, with a wall board cutout of 
Buck on the background. It is admitted that 
probably no such animal as the animated 
beast shown is roaming any jungle today, 
but its motion was an excellent tie-in with 
the wording on the background: “Frank 
Buck brings back a live idea—in apparel.” 
At the upper left on the next page is a 
“Bamboo” shirt display by C. M. Shrider, 
A. E. Starr Company, Zanesville, Ohio. Fix- 
tures were covered with bamboo paper and 
the ends had bamboo tube panels. 

Next in the same column is a display de: 
signed for the Interwoven people by W. L, 
Stensgaard & Associates, Inc., Chicago, fol- 
lowing the “Wild Life Colorings” theme 
used by the hosiery firm. The birds are 
carved, and given a finish of flock. 

Then comes a window by W. T. Munford, 
Thalhimer’s, Richmond, Va., with green 
glass-cloth for the background, sand colored 
frames, and grass matting in a deep straw 
color. 

Last in the left column is a display by 
Charles H. Tenney, Dalton’s, Baton Rouge, 
La., in which Palm Beach suits are presented 
in an Easter setting. 

The first display at the upper right is 
highly interesting, with its ‘men-in-action” 
atmosphere. Used by Lucien Gutmann, Bor- 
deaux, France, the simulation of rain and 
wind-whipped garments was very realistic. 

Of a “merchandising-institutional nature,” 
the second window in the right column was 
by Cogswell Cromwell, J. N. Adam & Co. 
Buffalo, N. Y. A complete outfit from hose 
to topcoat and luggage is shown, while the 
card copy ties in with the clock by remind- 
ing passersby that: “From the moment you 
crawl out of bed until you fall into it again, 
you can trust J. N. Adam & Co. to equip 
you for all occasions.” 

A spider-web, of all things, is the pictur- 
esque touch in the next display—by John 
Flotten, Harris & Frank, Los Angeles, Calif. 
Instead of using small feathers at the side 
of each hat, the firm used a colored spider 
to match the felt. (Sales were excellent, it 
is reported.) The web was of silk thread. 

Dick Peterson, P. A. Meyer & Sons, Erie, 
Pa., designed the effective setting for the 
Interwoven display which is the fourth 
photograph in the right hand column. The 
dramatization featured the firm’s hosiery for 
business, sports, and “after six.” 
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Strensthenins Ihe Weak Lin 
In Chain Merchandising 


By V. M. CURTO 
J. C. Penney Company, Lansing, Mich. 
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(The following views are purely personal 
and the writer makes no attempt to reflect 
the opinions of any firm or firms.) 

Years ago the “dressing” of a window was 
considered a matter of small importance, 
something to be attended to only occasion- 
ally by someone who had nothing else to do. 
The job was generally delegated to the stock 
boy or other novices in the store. This 
condition still exists in many small stores. 

But as retailing became of age—window 
display was gradually developed. Its prog- 
ress was greatly retarded, however, by lack 
of knowledge and to this very day it is the 
least understood medium in the whole retail 
field. 

The old adage, “a chain is as strong as 
its weakest link,” may easily be applied to 
some stores and their antique method ol 
merchandise presentation. Yet because these 
stores continue to show a profit, they con 
sider that everything they do—including dis- 
play—is correct. 

In Lansing, we are fortunate in having 
an executive staff that realize the value of 
modern display and encourage it. They are 
broad-minded enough to realize that condi 
tions are perpetually changing and we must 
keep abreast of the times in order to pro 
gress with them. We have no outside in- 
terference from department heads and with- 
out that common mill-stone, we enjoy work 
ing a little harder and longer to accomplish 
our objective. This “hands off” policy is 
our “Bill of Rights” that permits us to in- 
stall modern displays that are a radical de 
parture from the typical variety store 
windows. 

The display department assists in the se 
lection of the proper merchandise for the 
windows. We feel that our knowledge can 
be used to some advantage there—not as a 
fashion expert, but we seek faulty details 
that escape the ordinary eye. We know that 
under strong lights these flaws become 
prominent and produce negative results. 

We try to keep mentally alert by creating 
our own ideas instead of knowingly pirating 
another man’s brain child. Such pirating is 
harmful and may in time destroy one’s init 
iative and ability to create for himself 
Quoting Michelangelo, “Whoever follows 
others will never go forward, and whoever 
does not know how to create by his own 
abilities can gain no profit from the works 
of other men.” 


—Modern windows do appeal to the chain 
store shopper, according to V. M. Curto, 
J. C. Penney Company, Lansing, Mich. Note 
that some element of drama has been 
added to each of these three windows— 
from the overall-supported engine block in 
the first display to the sewing machine and 
patterns plus coatings to equal a "lesson in 
thrift" in the one at the left— 
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—Lack of consistency in chain store displays 
is a problem to be given consideration, ac- 
cording to Curto—good displays one day, 
not-so-good the next. The remedy, he says, 
lies in better understanding of what display 
can do to increase sales and in closer co- 
operation on the part of all concerned— 


You may ask, “Are modern windows suc 
cessful in chain stores?” Well, our best 
answer is: “People like them and they often 
tell us that they do”—which leaves no doubt 
in our minds how to attract the most atten- 
tion to our windows. After all, we exist 
solely through our ability to serve and 
please our patrons. When we cease to ren- 
der them a service, in walks the sheriff. 

Displaymen should receive much satisfac- 
tion from the results of a “Consumer’s Re- 
action to Display” survey as conducted re- 
cently by the Michigan State college (DIS- 
PLAY WORLD, January, 1939, page 25), 
in which 97 per cent of the consumers re 
plied that fewer articles in window displays 
aroused more interest. What more concrete 
proof can we produce that “light” windows 
pull better than “heavy” ones? We realize 
the average layman's knowledge of display 
is nil, but here is one fact we heartily 
agree on. 

Generally speaking, we are pleased with 
the results we are showing in display prog 
ress; not that we consider our windows a 
shining example of display art—but they 
show that we are thinking and going in the 
right direction. This step has done much 
to make this store stand out from the rest 
of the crowd in our class and that type of 
publicity won't do us any harm. 

However, we are far from perfect. Our 
chief obstacle now is lack of consistency. 
One week we install clean-cut windows—the 
next week we are compelled to cut corners 
in order to maintain our schedule. This is 
the “bugaboo” of many stores where they 
think in terms of quantity instead of quality 
in display work. This hit and miss system 
is very disappointing to the rabid window 
shopper. One bad set of windows may undo 
all the good that a dozen good ones had 
created 

The problem can best be solved by closet 
cooperation and some respect for the man 
power involved. Only through such can we 
Maintain the consistent standard of display 
that the public has come to demand from a 
progressive merchant. That is the price fo 
its continued patronage. 

\ number of photographs showing typical 
displays at our store are to be seen on these 
two pages, ranging from work clothes 
through ceatings and fabrics. 

The illustration at the top of this page 
serves to show something of our display 
philosophy Instead of simply displaving 
men’s shirts, we tried to pick out some sales 
point which would help dramatize the qual- 
ity offered. We selected the “easy ironing” 
theme, which furnished an opportunity to 
point out the “Nu-Craft” collars—and at the 
Same time added an element of appeal to 
the feminine shopper, who actually buys a 
considerable percentage of men’s — shirts, 
hose, ties, and other furnishings. Motion 
Was another feature of this particular dis- 
Play, the mangle roller bearing a revolving 
m< ssage. 
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Selling Utility Campaigns 
Via Ihe Window 


The general merchandising field’ has 
watched with much interest the efforts of the 
utilities with promotional campaigns of all 
sorts, ranging from the simple seasonal pro- 
motion to elaborate affairs lasting for sev- 
months and carried out on a 
grand scale. It is the familiar “sale” theme, 
given new twists and with new angles which 
make it very appealing to the shopper. The 
campaign waged by the Consolidated Edison 
Company of New York, Inc.—to be discussed 
in more detail later—has brought “all hands 
on deck to repel boarders” insofar as many 
retailers are concerned, because of the tre- 


eral weeks or 


mendous volume done by Consolidated on its 
package” promoted during the 
Display figured prominently in the 


“bargain 
event. 
Consolidated sales strategy, and as a matter 
of fact it is being given increasing promi- 
nence in practically all utility projects of a 
related nature. 

At the other extreme is the special Easter 
tie-in window illustrated at the right. De- 
signed by J. W. Hoogerhyde, Ohio Edison 
Company, Akron, Ohio, it put emphasis on 
the utility’s miniature campaign to stimulate 
the giving of electrical presents during the 
Easter The construction and de- 
tails were relatively simple. The pillars and 
side panels were in green; the center alcove 
was coated with pink petals. The 
lights flashed on and off, alternating with 
the light on the electric range. Giant arti- 
ficial Easter lilies flanked the center section. 
The pillars were of Buttress Board 

\ display which was the principal feature 
of another “miniature” campaign is shown 
next. Bearing the title “Well Known Spooks 
Exposed,” the window had a number of 
details which kept spectators constantly be- 
fore it. Combining the elements of motion, 
light, and drama, the display had great stop- 
ping power. 
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It was Claude M. Griffin, Ohio 
Edison Company, Youngstown, Ohio. No 
attempt was made to create an entirely orig- 
inal idea, but rather to present the “spook 
idea” by a method that would compel atten- 
tion and place the educational matter before 
the spectator in a way that could be grasped 
very quickly. The attention-compelling fea- 
tures were carefully worked out. “Exposed,” 
for example, seemed to offer an explanation 
and led the spectator to read further and to 
spend more time before the window. An 
issue of a popular magazine was open to a 
Better Kitchen Bureau advertisement bear- 
ing the title “Haunted,” thus forming a per- 
fect tie-in. 

Mystery was used to compel attention. A 
bell attached near the top of the 
window and a neon hand were operated by 


done by 


buzzer 








means of a two-way electric flasher. The 
500-watt lamp on the platform rolled aroun1 
and around—motivated by a current of air 
from a vacuum cleaner concealed behind the 
background. The center of the letter “O” in 
the word “Now” was the opening ot the air 
hose. The inside of the nozzle was 
painted a dead black, as was the strip on 
this line otf lettering attached. 


hose 


which was 


The opening could not be detected from in 


front of the display. A trumpet, slates, and 
tambourine, well-known equipment of spirit 
mediums, carried out the desired effect. 
The color scheme was as follows: back- 
ground, yellow-green, with the ghosts air 
brushed in white. Their names were in 
black, and all other lettering in white. Floor 
elevations and panels were a brilliant royal 


blue. The sketches in the three circles were 


in red. While a sombre background might 
have been more appropriate, it was believed 
that the colors selected would be more at- 
tractive and stimulating to the imagination. 

All materials and devices tor this dis- 
play—with the exception of a 4-by-8-foot 
piece of wall board and a 50-cent 6-volt 
transformer—were salvaged trom previous 
displays. 

The two upper photographs on page 17 
show displays created under the supervision 
of Ray M. Martin, art director, Consoli- 
dated Edison Company ot New York, Inc. 
to tie-in with the biggest household electri- 
cal appliance sales campaign ever attempted 


—tThe display above, by J. W. Hoogerhyde, 
promoted the idea of gifts at Easter time 
for the Ohio Edison Company, Akron, Ohio. 
Pillars and side panels were in green; the 
center background was of pink petals. ... 
A "supernatural" setting caught the fancy 
of pedestrians of Youngstown, Ohio, when 
Claude M. Griffin installed the display seen 
at the left. Flashing hands and a myste- 
rious lamp globe that rolled around and 
around were some of the elements used— 
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—tThe first two photographs on this page 
show some of the displays created by the : 
department of Ray M. Martin, art director, 
Conadlibened Edison Company of New York, EDISONS GREATEST BARGAIN PACKAGE 
Inc., for the firm's "bargain package” pro- e SS 
motion which sold 111,711 combination pack- [eer e9 Sold in4 | % days 
ages of appliances in slightly more than 
forty-one days. . .. The lower illustration is 
of another Consolidated Edison display, fea- 
turing sun lamps. The mannequins were 
The posed inside a large "shadow box''— 
roun | 
of air 
id the by the electrical industry. Launched last 
‘cy an September 1, the campaign was expected to 
he air account for the sale of 400,000 electrical ap- 
was pliances and 400,000 bulbs—all worth $3,500,- 
‘ip on 000—by December 31. As the campaign ' " 
ached. entered its fourteenth day, window and pos- , yy 
om in ter advertising such as shown, supplemented 
s, and by newspaper and radio advertising, had deacan © pani $5O°, our 
spirit sold 33,251 packages. A glance at the fig- TOASTER DIO ‘< seanaaenel 
Bt. ures borne by the display at the upper right aja pa ALL FoR ‘24" 
back- gives a further idea as to the success of the »- 
ts air campaign: after 41% days 111,711 packages : 
‘rein had been sold. 
Floor A considerably smaller campaign was in 
royal augurated by Consolidated Edison during 
; were the winter of 1938-39 in order to push sun 
lamps. Once more a complete advertising 
follow-through was the order of the day. 
Truck panels were adorned with the scenes 
worked out for display purposes, as were 
outdoor posters, and cther advertising 
One of the displays used is shown at the 
lower right. Departing from the customary 
poster type of utility display, Martin's de 
partment worked out a setting in which a 
large “shadow box” formed the principal 
background. Two child mannequins were 
posed on a sand “beach” in the shadow box 
and a seascape painted on the box’s back 
ground: a direction card bore the mes- 
sage: “Sun health—all year ‘round.” 
William Hansen Heads 
YOU GET ALL FOUR APPUANCES IN EDISONS GREATEST BARGAIN PACKAGE y a iol M. I. Display 
A#S3” VALUE FOR BAP ar eni2s none <7 William Hansen has been appointed dis 
play manager for Zion's Cooperative Met 
cantile Institute, Salt Lake City, Utah. He 
was formerly assistant to Eugene Lees, who 
has been made advertising manager. 
The whole idea of the promotion centered 
might around the theme of a “bargain package”— 
elieved for example, a toaster, I. FE. S. approved 
ore at- lamp, small radio, and an automatic iron: 
nation. “a $53.25 value, all for $24.50." A secondary 
is dis- motif was that of “Jobs for men,” and this 
-8-foot slogan and that of “Edison's bargain pack- 
6-volt age for you” played a prominent part in all 
revious advertising of whatever nature. 
A variant of the same idea is shown in 
age 17 the second display on this page. Here the 
‘rvision bargain package is brought in, but is sub- 
‘onsoli- ordinated to the low cost of such appliances 
kK. Ine, from the operation standpoint. Under the 
electri- lamp, iron, toaster, and radio are— short 
empted sales messages telling exactly how long each 


can be operated for only 1 cent. 
Consolidated Edison used the same illus- 
ide, trations and general theme throughout its 
ne entire repertoire of advertising—window and 


hio. . : 

the interior display, truck panels, outdoor pos- 
ters, newspapers, direct mail, and radio. The 

ney results were overwhelming, — as indicated 

hen above. Instead of falling off as the cam- 

een Paign progressed, sales mounted steadily— 

ste- culminating, naturally, during the Christmas 

and season. 

d— 
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Stark Displays Dramatized 
Ly Arrangements 


Immediately noticeable in this group of six 
displays from the Stark Dry Goods Com- 
pany, Canton, Ohio, is the fact that the mer- 
chandise practically every 
case is the method used to dramatize the 
display. Of windows J. T. Jackson, 
display director for the store, says: 

“Upper illustration, left hand column: A 
special display of bags, consisting of a sim 
ple arrangement of white panels and back- 
ground material. The lines on the back 
ground are and the leat outline was 
formed by pins with yarn stretched around 
them. The cut-out lettering was raised from 
the surface with and spotlighted to 
create the shadows. 

“Center, left hand 


arrangement in 


these 


yarn 


pins 


column: The dwarf 


‘THE GLOVE 
CENTER OF 
OHIO £5 HORE 
iN CANTON 
aT THE 
STARK 


HIRST FLOOF 


drape window was probably our outstanding 
display of the The results were 
sensational. I’m not real sure if it was the 
window, the national publicity given Snow 
White, the quality of the merchandise, or a 
combination of all three, but whatever the 
cause, the salespeople couldn't wrap up the 
fabric fast enough. 

“Lower left: The glove window was prac- 
tically the same as the bag display mentioned 


season. 


above, with the exception of the arrangement 
of the panels and the addition of the flowers 
and the cut-out map of Ohio. 

“Upper right: An unusual drape effect, 
featuring washable fabrics with the slogan 
‘Anchor to 

“Center, right column: A display of Hole- 


these fast colors.’ 


proof hosiery. The background was formed 
of panels, Holeproof boxes, cotton cord, and 
an enlargement cutout of the Holeprooj 
trademark. The poster in the foreground 
was finished in black and white. We colored 
it with transparent and lighted it 
from the rear. 

“Lower right: This wedding gift window 
has an unusual history. It started out to 
be a French boudoir doll window and ended 
as one of the best gift windows of the year. 
It was employ extra 
people in the gift department to wait on the 
customers, but, alas, we only sold six French 
dolls. The gift department did so well, how- 
ever, that the display was left in for two 
weeks.” 


colors 


necessary to sales 
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You can effect REAL SAVINGS in your Spring 
Opening Displays with the new Beaver Boards 
—Colo...Bent...Peb-Met... Wood Grain. 
Complete, colorful, modern display treatments 
can be created more QUICKLY, more ECONOM- 
ICALLY, and more EFFECTIVELY with 


EAV - k BOA 7 db 3rd dimension bird house of COLO BOARD — bird cut out in 
2 pieces—painted. Post— 6” dia. COLO BENT BOARD. 


iw CURVES yyy oi ayse 








Order from your nearest Lumber Dealer or CERTAIN-TEED PRODUCTS CORPORATION A-12 
Display Distributor. If they cannot supply you, 100 E. 42nd Street, New York, N. Y. 
write to Gentlemen: 


Please send me FREE the 16-page “Around the Calendar with 


e Beaver Board” book, in color, showing display suggestions for 
every month of the year. 
a 
NAME.... 


PRODUCTS CORPORATION ADDRESS... 
GENERAL OFFICES * NEW YORK, N. Y. 





CRY... Fcateg chai . STATE 
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Timely Display Ideas... 


By JAMES KILEY $= 
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—lIt is time to begin thinking of tie-in displays for the visit of the King 
and Queen of England to this country early this sumner. This outline 
drawing, which is squared off to facilitate blowing-up to any suitable 


size, will prove a satisfactory subject for working up into center panels; 
these in turn can be embellished with flags and other suitable decorations 
in order to make an attractive and timely display— 

















SSB 











—This shield, bearing an authentic reproduction of the royal coat-of-arms, 


in red, white, and blue. The lion can be painted in bronze and given an 
can be cut from wall board or fir plywood and decorated in red, blue, and 


antique finish with a burnt-umber glaze. . . . Above is a design for a 


gold. By the addition of the word "Welcome" in cut-out letters and with 
the framing of any of these designs with the American and English flags, 
very appropriate display units are formed. ... This heraldic design can be 
cut from wall board or fir plywood, with an appliqued shield decorated 


center panel or background, worked up on a 40-by-60-inch sheet of illus- 
tration board. The soldiers have red coats and blue trousers, both with 
gold trimmings. For an added effect the figures can be cut from wall 
board or fir plywood and appliqued on blocks of wood to the rear panel— 
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SEND FOR FREE SAMPLE BOOK OF REVOLUTIONARY 








NEW ALL-PURPOSE MATERIAL FOR 
COVERING AND LINING! 
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ow -Cost Display 


ther L 
; Papers By cLoPAY 


DAY priced. nae" 
mol effects. 50c to ' _ |, Spe- 
ook 1) cially co™ 
LAMINAY (Book nce of = 
structed oe Ideally ~— 
plus speee $1.50 to S}- 


ROLLS..7SOFEET 


COMPARE 


WITH MATERIALS COSTING 
UP TO THREE TIMES MORE 


For years display men have wanted an inexpen- 
sive leather-embossed display paper which could 
be used in a variety of ways. Here it is— 
COVERAY—by CLOPAY. Ideal for covering table 
tops, counters, shelves, window floors. Note these 
features: 


@ Authentic leather embossing you'd expect only 
in expensive papers! Yet COVERAY is amaz- 


papers, too! Used successfully every day by 


Bt 


LONG / 


, ae 


* y . 
in JUMBO ROLLS you 


save 20% ... Rolls are 
750 ft. long. Regular rolls, 25 ft. long. 














: colors. Very mete | : CHECK THE SAMPLE BOOKS YOU WANT 
ing. 8 k 2) unusual. ingly nanan . . . Coveray Laminay No. 1 
IWA ( 00 r base. @22 authoritative colors give you a wider choice oday | Laminay No. 
LAM painted oF = pre-fab- in display work. Woodgrains 
jes W 
Kiisy, | Solves dsplay worL.75—S1-95 roll. @Baked-enamel finish — 100% washable — stain- Ie Ae: arenes: CMD OE ALAS 
pares ricated designs- Authentic proof—fade resistant. - CLOPAY CORPORATION 
a x t $ 
roductions @Tough yet flexible. Its wearing qualities will + 1247 Clopay Square, Cincinnati, Ohio 
- an WOODGRAINS ~ eee amaze you! : Please send me the FREE sample books I have 
or a anes: snish — c * checked above. 
~~ voowed enamel finish ashable @Big, wide rolls—plain colors selling as low as : 
fet All printes “40 to 48 in. $1.50 a roll. * NAME 
‘ 
n wall inks. Use the coupon at right to send for sample book | FIRM NAME 
snel— 95-ft. ¥ of COVERAY. Ask for other CLOPAY Display ADDRESS .. 
’ 
‘ 








thousands of well-known display men. 


CITY 














isplay A La Ravana 


Down in Havana, Cuba, there is an impor- 
tant 
eneanto” 


store with the intriguing name of “EI 


where display receives just as 


much attention and study as in the case of 
firms on the continent to the north. 
found that display has a 
particularly important part in its merchan- 
first, it sells to the 
second, there is a tremen- 


similar 
Kl Eneanto has 
dising program: resi- 
dents of Havana; 
dous tourist trade which represents a goodly 


portion of the firm's revenue—and display is 


probably the most important way of selling 


to transients in a city where language, 
streets, and firm names are all foreign to the 
visitors. 

If an 


vacation in 


individual has money enough to 


Cuba, he or she represents a 


possible purchaser in the higher income 


brackets—one who wants the best. El En 
canto handles such merchandise, and its dis 
plays accordingly must be in excellent taste, 
favorably 


up-to-the-minute, and compare 


with those to be seen on the mainland. 


Hence the important place given this form 
of advertising is easily understandable. 

Heading the display department is a man 
named Carlos de los Santos, whose ability 
is rapidly given recognition as out- 
standing on the island. He follows North- 
ern display practice alertly, keeping posted 
on all the latest developments. In 1938 he 
visited the States to see American display 
at first hand, covering Cincinnati, Chicago, 
and several of the Eastern cities, including 
New York City. He expects to repeat the 
trip at periodic intervals. 

In speaking of the displays shown here, 
de los Santos says: “The window shown at 
the upper left had a background of magenta 
The platforms chartreuse 
columns were of red damask, decorated with 
mesh sprinkled with gold flitter. Magenta 
flood with white 
lights. 

“At the 
blue 


being 


were of green ; 


lighting was used, spot- 


with a 
were 


right is a display 


The 


upper 


background. golden cages 





decorated with mesh sprinkled with gold 
flitter and birds-of-paradise of different 
shades. The semi-circular background, half- 
column, and platform were in white. Blue 
floodlighting was used, with white spots. 

‘Below, at the left, is an example of the 
regular type windows we create for the 
dress department during the tourist season. 
This background was in gray, with the 
drapes and furniture in a cool green. The 
display represented the interior of an old 
Cuban home. 

“For a series of brides’ apparel windows 
we used cupids as a dominant motif. At 
the lower right is seen the corset display 
used in this The background was 
in shades of magenta, with the voile drap- 
same hue. The cupids were 
painted gold; hearts in red quilted satin 
hung from the wall. The poster was framed 
in plaster and the copy bore hand-decorated 
flowers. Magenta flood lighting was used, 
with white spotlighting.” 


series. 


eries in the 
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The new fluorescent lamps supply the 
answer to the merchant's oft-repeated wish 
for a cool hight source, and one that would 
enable him to provide daylight quality il 
lumination throughout the store. These new 
lamps not only enable him to do this, but 
they also provide him with an abundance of 
which he can use lavishly to create 
dollar - drawing 


colo1 
attention - compelling, dis- 
plays 

In appearance the lamps resemble ,the fa- 
lamp, but, unlike this 
linear source, they are obtainable in different 
The lamps available at the pres 
the 15-watt, 18-inch lamp, ob 
inch diam 


miliar “Lumiline” 
diameters. 
ent time are 
tainable in either a l-inch or 1% 
eter, the 20-watt, 24-inch lamp, made in _ the 
1'4-inch size, and the 30-watt, 36-inch lamp 
which is produced in the 1l-inch bulb. 

The designed to 


operate 


fluorescent lamps are 
and 60-cycle alternating cur- 
rent circuits. While the 18-inch lamps and 
the 24-inch lamp, with the suitable auxiliary 
which all fluorescent lamps require, can_ be 


on 50 


operated trom a standard voltage circuit of 
110-120 volts, the 36-inch lamp must be oper 
ated on 208-240 volts. Where only 120 volts 
small step-up 2-to-1 ratio 
required to use the 36-inch 


is available a 
transformer is 
lamp. 
The 


seven 


are available in 
daylight, red, 
Tle 


lamps 
white, 


green. 


fluorescent 
colors, warm 
gold, pink, blue, 
white lamp gives light approximating that of 
regular filament lamps, whereas the light 
from the daylight lamp is the closest ap- 
proach to natural daylight that it has ever 
been possible to produce directly by an arti 
light 


and warm 


ficial source at high efficiency. 


DISPLAY WORLD 


Licht Conditioning 
With Flucrescence 


By DEAN M. WARREN 
General Electric Company, Cleveland 


Since daylight is the standard by which 
most customers appraise such merchandise 
textiles, hats, furniture, 
rugs, art objects, etc., it is desirable to pro 
vide lighting of this quality in the 
This was formerly done by employing local 


as colored shoes, 


store 


units, but with the new fluorescent daylight 
lamp producing daylight at about sixteen 
times the efficiency of a typical color match 
ing unit, it is practical to light 
condition an entire store with artificial day- 
light. Due to their low brightness, which 
is about two-thirds that of the average 300 
watt enclosing globe, the 1'4-inch diametet 


entirely 
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lamps may be used exposed, 1f desired, and 
arranged in appropriate ceiling patterns. In 
some locations the exposed source will not 
and here the lamps can be 
placed in luminous elements, in niches, 


coves, or in suspended luminaires employing 


be desirable 


groups of lamps. 

The fluorescent lamp can be effectively 
combined with the filament type lamps to 
atmospheres which have real 
punch. Witness the Al Baskin store in 
Joliet, Ill. The first illustration is of the 
department where 45 foot-candles of 
well-diffused illumination is 


create sales 


suit 
comfortable, 


provided from a combination of filament and 
fluorescent lamps. This area, which is para- 
bolic in shape, has a 12-foot plateau ceiling. 
In the plateau recesses are twenty 36-inch 
and twenty-five 18-inch warm white fluores- 
cent lamps. Augmenting them are ten 200- 
watt down-lights, properly lou- 
vered to eliminate direct glare, and two 500- 
watt indirect units. The lighting effect is 
one that wins the spontaneous approval of 
Baskin patrons. 

Color, all any displayman could wish for, 
is now available and far less costly than 
formerly. Color for backgrounds and _ at- 
mosphere in the show window; color for 

luminous elements within the 
[Continued on page 50] 


recessed 


niches and 


—The Al Baskin store, Joliet, IIl., (above) 
uses both fluorescent and incandescent illum- 
ination to create a pleasant shopping en- 
vironment. . . . This toilet goods display in 
the Lindner Coy, Cleveland, Ohio owes n-rt 
of its appeal to fluorescent lighting. Five 
18-inch daylight fluorescent lamps are em- 
ployed— 
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Following Through 


“Eg CA: 


familiar 
term to all of us in the merchandising field, 
with 
recall 


“Following through’—that is a 
connected 
don't 
ever having heard the phrase mentioned in 


to those ‘directly 
However, | 


especially 
sales promotion. 
connection with display. 

And yet every good displayman eventually 
that his biggest job is to follow 
To the lay- 
man the hardest part of the job may seem 
to be the 
playman knows 


finds out 
through on his display ideas. 


ideas, but the dis- 
that’s the least 
execution of the 


concoction of 
that often 
worries. It's the 
ideas, and the final development of 
small detail, that will ultimately 
break his precious display. 


of his 
each 
make or 
true of the type ot 
window illustrated here. The original idea 
“Dressmaker Details” was latent in the mer- 
chandise itself, and not too long in appear- 
ing. The execution of the idea, however, 
was another matter. In the first place, we 
had to decide which was the best approach 
in general. Should we have large bolts of 
fabric and _ stylized patterns? The 
answer was “no.” This approach would not 


Especially is this 


dress 


By HELEN SAVERY 


Melville Shoe Corporation, New York City 


lend itself to sufficiently dramatic treatment. 
Should we have a photograph of a dress- 
maker snipping out a dress? The answer 
again was “no.” This treatment would not 
be glamorous enough—it seemed too “work- 
a-day.” How about a dressmaker form used 
symbolically with large gold scissors? This 
immediately better—it had _ possi- 
bilities. And the final execution of the idea 
seemed to justify our decision. 

Although a great deal of time and thought 
expended on the main feature unit 
which was a cerise satin-covered dressmak- 
er’s form, draped with soft blue chiffon, 
purple satin ribbon, cerise and gold flowers, 
and old-fashioned hat pins, our job was only 
half finished. We were very anxious to do 
something unusual with the background— 
something that would be particularly har- 

with dressmaker idea. We 
found the perfect solution to our 
problem—a_ pale blue paper resembling 
quilted satin. With the platforms and floor 
covering in the same soft shade of blue, the 
effect of the whole window was one of re- 
strained feminine softness—with the gold 
scissors, bright cerise form, and tape-meas- 
ure letters standing out dramatically. 

We could have stopped here, after tossing 
in a few price tickets and necessary cards. 
But we were not satisfied that we had told 
our style story sufficiently well. What did 
“Dressmaker Details’”—what 
were these details? It was important at this 
point that we follow through really to make 
our display successful. 

We decided to have 8-by-12-inch cards 
made of the same quilted blue on the back- 
ground, with oiled silk covers on which the 
was printed. In the upper left-hand 
corners were tiny rosebuds reminis- 
cent of the cerise flowers spread around the 
central unit. cards would 
carry our general style messages. But more 
important than these were the tiny cerise 
cards made to look exactly like the large 
form. On each of these cards 


sounded 


was 


monious our 


finally 


we mean by 


copy 
cerise 


feature These 


dressmaker 
in white letters was the caption “A 
maker Detail’ and underneath was listed the 
“Fine Welting,” “Accordion 


Dress- 


specific detail 


Pleats,” “Bows,” “Contrasting Trim,” ind 
many others which were represented in our 
line. These little cards were to be scattered 
about the window, placed close to the s‘yle 
to which each referred. With the accom- 
plishment of these attractive and unusual 
little cards carrying our final message, we 
felt that we had really followed through on 
the original idea. 

It is interesting to see how the same theme 
of “Dressmaker Details” was carried out in 
an entirely different, more theatrical man- 
ner. A novel version of a mannequin’s head 
was turned out to our specifications. Her 
eye lashes were dressmaker’s pins with large 
beads on the end. Her blond curls were 
spools of gold thread. In her novel coiffure 
was a large gold needle through which was 
pulled a beautiful gold “thread.” This 
thread originated on a gold spool at the 
front of the window, led up to a price 
plaque, from there to the head, formed the 
letters “Dressmaker Details,” went through 
the needle, and then looped over to the rear 
price plaque and fell in graceful coils to the 
platform. The background in this window 
was of the same “quilted” paper, this time 
in soft green. Draped chiffon in a gold 
chartreuse was used as well as plumes in 
gold and green. 

In this window, too, we followed through 
by having the 8-by-12-inch style cards in the 
green “quilted” material, this time decorated 
with a real gold needle and gold thread, re- 
peating the large gold needle and thread in 
the mannequin’s hair. The smaller cards 
with the actual dressmaker details noted on 
them were green with a small decoration of 
scissors, needle, and thread. 

The advantages of following through are 
many. Not only do you tell your display 
story with more force, but you tell it in more 
interesting fashion. Just as one likes to 
wear an ensemble, the component parts of 
which are all harmonious; just as one is 
more attracted to a person whose tempera- 
ment and character are consistent—so does 
one react more favorably to a window dis- 
play that has one theme carried out thor- 
oughly, consistently, and adequately. 
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cal man- ACCORDION PLEATED PANELS have a thousand uses. Ready- seams showing, 
lin’s head scored for your convenience—you simply select the effect you plateaux, pedestals, columns, box pilasters, etc., etc. Sixteen 
ms. Her want, then pleat or flute the panels as desired, rapidly and easily. beautiful colors, as well as gold and silver, are available. There 
— large Panels are quickly joined to form a 7-foot wall surface, with no is a suitable color available for every color scheme. 
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Above are shown a few of the many applications of ACCORDION PLEATED PANELS. : 
we Pleat to suit your own taste. Can be used alone or with other decorative materials Eighteen 
such as Corobuff. You need only shears, tack hammer, and pins to produce any effect. BEAUTIFUL COLORS 
White, Black, Dove Gray, Violet, Rose, 
Sage Green, Midas Green, Leaf Green, 


ACCORDION PLEATED PANELS are made of heavy chipboard, easy to handle and work, 
Azure Blue, Royal Blue, Yellow, Orange, 
Buff, Brown, Red, Silver, Gold and 


light in weight, and can be used over and over—a real economy for any display budget. 
Panels are 7 feet high and 26 inches wide when flat—approximately 20 inches wide Woodgrain. 
when pleated. They are available through all jobbers of Corobuff. LOW IN COST 
Panels are 26 inches wide by 7 feet 


Send today for free samples and descriptive booklet . , : ‘ 
high, covering a width of approxi- 
mately 20 inches when pleated. Packed 


five panels of one color to a carton. 


Window Advertising, Inc. | «3.50 __ 


175 FIFTH AVENUE NEW YORK CITY Minimum order, one carton 
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Hail fo Ihe Bride 
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—Although formal weddings no longer must come during any “'special’’ 
season, the spring bride has a glamour all her own. Five displaymen 
show here how they developed settings in sympathy with the occasion, 
knowing that no woman willingly passes a bridal display. Left column, 
top to bottom: A display used by Jay Thorpe, Inc., New York City; 
a corner window setting by William Arinow, Shillito's, Cincinnati, Ohio; 
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a particularly lovely display by Oliver M. Grant, Tho May Com- 

pany, Baltimore, Md. Translucent glass was used for the center treatment. 

Right column, top to bottom. Silverware gift suggestion display by Aubrey 

L. Maley, The Broadway, Hollywood, Calif.; lingerie for the bride, by 

Oliver Grant; a practical wedding gift window by H. D. Tomlinson, Sears. 
Roebuck & Co., Houston, Texas— 











Con- 
atment. 
Aubrey 
ide, by 
, Sears, 





MARCH, 1939 


Convention Plans Announced 
By New York City Group 


(he International Display Executives As- 
socation, New York City, which has tempo- 
rarily affiliated with the International Asso- 
ciation of Display Men in order to handle 
convention details for the latter for the 1939 
convention, has announced the individuals 
who will compose committees for the event. 
The convention will be held at the Hotel 
Astor, New York City, June 25-29. Accord- 
ing to the release, Irving Eldredge, R. H. 
Macy & Co., will be convention chairman, 
with Tony Sarg as honorary chairman. Carl 
A. Treber, General Electric Company, will 
serve as vice-chairman, as will E. L. Kem- 
per, McLellan Stores Corporation, both be- 
ing officers of the I. D. E. A. 

The advisory board will be composed otf 
the following: Albert Bliss, Bliss Display 
Corporation; Sam _ Blum, Bloomingdale 
srothers; Warren Bacheller, display con- 
sultant and president of the I. D. FE. A; 
John Rosenberg, Abraham & Straus; Emily 
Woods, New York World’s Fair; E. Freund, 
Decorative Plant Company; Ralph Adler, 
Jas. B. Williams, Inc.; Jacob Steinberg, I. A. 
D. M. legal advisor. 

The publicity committee is headed by M. 
J. Nedzbala, G. R. Kinney Company, as- 
sisted by V. W. Sebastian, New York Cit) 
representative of DISPLAY WORLD; D. 
Parker, New York City representative of 
Chain Store Age. 

Miss Polly Pettit, New York School of 
Display, is chairman of the arrangement and 
decoration committee, assisted by Jil Lim- 
burg and Ruth M. Meisol. Other commit 
tees are as follows: speakers’, William S. 
Davidson, Pennsylvania Drug Stores, chair 
man, Herbert A. Malone, Robert Buchanan; 
photographic, Ray Martin, Consolidated 
Edison Company of New York, Inc., chair 
man; entertainment, Sam Blum, chairman, 
R. Behrisch, Decorative Plant Company, 
Pelazia Schultz, W. T. Grant Company ; 
reception, Paul Semel, chairman, William 
Downey, Lettering Art Studio, Ruth Cole- 
man, Helen E. Miller. The convention's 
official secretary and registrar is [Elsa K. 
Noice, display research statistician, assisted 
by Gretchen J. Garrison, New York City 
Library, and Roger Lucia. 

Dana O’Clare, Lord & Taylor, will make 
the opening address, it is said. 

Display Helps For 
Pliofilm Tieup 

The Goodyear Tire & Rubber Company, 
Akron, Ohio, will run a full-page ad in the 
Saturday Evening Post for April 1, featur- 
ing “Pliofilm” and its many household uses. 
To enable displaymen to install special win- 
dow displays to tie in with this promotion, 
the Maharam Fabric Corporation, 130 West 
46th street, New York City, has prepared a 
set of display cards which will be given 
with each purchase of “Pliofilm” yardage to 
be used as the decorative treatment for these 
window displays. Joe Maharam, general 
Manager, has just returned from a_ five- 
weeks’ trip to Europe, spending much time 
in Paris, London, Antwerp, and Brussells. 
He reports a greater interest in window dis- 
play and an increasing demand for American 


display specialties. 
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This I. Miller display at 
450 Fifth Ave., New York, 
did a real selling job. 


“SO WHAT?”---says the lady! 


The unconscious reaction to any eye-eppealing display is “So What?” A 
really effective sales window answers that challenge immediately, with an 
unforgettable follow-through. It converts attention into interest in the sales 
message and a desire for the product. And it does so—instantly—quickly. 





The window above rates high in stopping power, which is good, and 
equally high in follow-through, which is better. For without follow-through 
the most effective stopping power is wasted. This display says more about 
the color, sheerness, style and fit of the hosiery than a book full of words. 
It tells more about the appealing charm of the footwear than the most 
voluble salesman. And it does all this, without stirring up even a suspicion 
of sales resistance. 


Notice how much of this selling ability is due to the clever use of Fairy Shoe and Hosiery 
Display Forms. Consider what the same kind of forms can contribute to your window and 
inside displays, both in stopping power and follow-through. Then mail the coupon for the 
latest news on Fairy Hosiery Forms in Glamour-Glo. Transparent and Neutra-Tone effects 
and the new Fairy Tu-Toe Forms built expressly for the 1939 open-work shoe styles. 


SHOE FORM CoO., Inc., AUBURN, N. Y. 


aa 4 SHOE FORM CO. INC., Dept. DW-3 
Auburn, N. Y. 


F ‘@) R M SS) GENTLEMEN: Please send me information on the Fairy Form line. 


Sade Naa Nome 


of HOSIERY & ii 
WEAR Street 
FOOT City State 
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Display Merchandising . . ° 


By De SAULT PEE AAAS A SEE BIE 








—At the right is shown a constructional setting especially 
suited for hosiery, glove, or accessory departments. The 
platform has recessed front, sides, and back; merchandise 


is displayed in the recesses. A cut-out letter sign is used, 


backed against a wall board panel so that lettering can - 
be placed on both sides. The small sketch shows the floor HO 0S 
plan of the setting as it rests on top of the shelving— 
X\_AZ BAL MU 
























































—At the left is a decorative treatment for shelving that 
encloses a post. The pillar serves as the central feature 











and is flanked on two sides with wall board. An excellent 








color treatment for this setting would be to have all sur- 
faces facing the front and back in one color, with all 
surfaces facing sideways in a complementary color— 

















—The third sketch shows an interesting constructional type of 
decoration made up of a circular panel of wall board set in 
two box panels combined with a display plateau. These four 
pieces are made "ready to install'’ when needed and are of 





the type that can be arranged in different groupings— 








—At the left is shown a very simple low screen made of woll 
board that is double-faced so that signs and merchandise can 
be seen from both sides of the double shelving. . . . The dec- 
oration of center shelving is one of the most exasperating 
parts of interior display. It should be remembered that it is 
basically bad practice to obstruct the view through the store— 





and this means that any shelving treatments should be kept 
as low as possible— 
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Inaugurates 
New Service 

Edward H. Riedmaier, merchandising 
-ounselor and specialist in departmental lay- 
ut and displays, and general and mass sell- 
ing promotions, has joined Designers for 
Industry, Inc., Cleveland, Chicago, and New 
York, as dramatized displays design direc- 
tor. In addition to directing the develop- 
ment of dramatized merchandising displays 
and demonstration units, Riedmaier’s de- 
partment will create and engineer modern 
store interiors and exteriors. He was for- 


o 


merly with W. L. Stensgaard & Associates, | 


Inc., Chicago. Headquarters of the new de- 
partment are in Terminal tower, Cleveland. 
Food Display Ideas 

Given Students 


Miss Hortense Case, who for many years 
has specialized in displays for some of New 
York City’s finest restaurants, gave an in- 
teresting lecture to the students of the 
Broadway School of Display Arts, 119 West 
57th street, New York City, March 1. She 
spoke on the more extensive use of attrac- 
tive displays by restaurants, bakeries, tea 
shops, candy shops, etc., and gave some very 
interesting facts regarding idea sources for 
this type of display. 


New York City Union 
Reports Progress 

Considerable progress has been reported 
by the United Window Dressers and Dis- 
playmen’s Union, New York City, with a 
present membership of 110. A charter was 
granted the organization by the American 
Federation of Labor several months ago 
Allen Goodman is executive secretary and 
treasurer (Local No. 625), at 230 East 58th 
street. 


Wide onge Of Spoilights 
Announced By GoldE 


The GoldE Manufacturing Company, 1218 
West Madison street, Chicago, has an- 
nounced an extensive range of spotlights 
for all types of display lighting. Included 
are baby spots, pin spots, rotochrome color 
spots, and special units for unusual lighting 
problems. Featured is the “Streamliter,” 
which is streamlined and is adjustable from 
a large to a small pin spot. Literature is 
available on request. , 


Cleveland Firm Enters 
Display Field 

The Fischer & Jirouch Company, Cleve- 
land, Ohio, old established firm in the archi 
tectural decorative field, has entered the dis- 
play field and will specialize in plastic dis- 
play decorations and units. Kenneth LaVine, 
formerly of the display department of the 
Higbee Company of that city, has been ap- 
pointed sales manager and designer in the 
display division. 


New Display Firm 
Enters Field 
The Roy Reed Display Studio, 48 West 
25th street, New York City, is a new firm 
to enter the field, specializing on the build- 
g of exhibits, window backgrounds, inte- 
rior set-ups, and the like. 


| 
| 
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You can build up profits from new business with the CUTAWL. It 
will open for you the unlimited field of cutout displays for show 


windows, interiors, dioramas, convention exhibits and fairs. 


The CUTAWL—a high speed, portable, electric cutting machine— 
starts cutting anywhere, cuts any material of any size into any shape 


QUICKLY, EASILY, ECONOMICALLY. 


BUY NOW---Pay later if you wish 


Get your CUTAWL now. Create attrac- 
tive displays that will bring you extra 
profits. Ask for details of our pay-as-you- 





earn plan. 
INTERNATIONAL REGISTER CO. 
13 South Throop St. Chicago, Ill. 


MAIL THIS COUPON TODAY 
mmnHeHeHHeHHHEHHHHe Hee 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 
Without obligation Company Name 
please send me: 
Your Name 
[] Cutawl Catalog 


Add 
C] Details of Pay-As-You- — 


Earn Plan City State 
DW -3-39 





Title Registered U. S. Patent Office 
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MERCHANTS RECORD AND SHOW 
Issued on the Fifteenth of Ever 
THE DISPLAY PUBLISHING 


Cincinnat Ohi 


WINDOW 


H. C. MENEFEE. President 
NATHAN SILVERBLATT, Se 
R. C. KASH, Edit 


OUR PLATFORM 
The Development of Window Display Adver- 
tising. 
More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
Appreciation of Display'’s Power in Merchan- 
dising. 
Absoiute 
Columns. 


Our Editorial 


Independence of 


MARCH, 1939 No. 3 


VOL. XXXIV 


Why Discriminate 
Against Display? 
The 


vania has banned the use of window displays 


Liquor Control Board of Pennsyl 


by liquor stores, thereby adding another 


ramification to the maze of laws” which 


advertising of alcoholic bey 


United States 


hedge in. the 
erages in these 

\s expressed in a letter by the 
state to the Control Board, the rea 
son for the ban is the belief that the people 
of the 
fronted on 


governol 
of the 


commonwealth do not wish to be con 
with the 
that intoxicating beverages are for sale. The 
part: “4 


countless 


every side reminder 


governor said, in believe [I am 
and 


expressing the 


echoing the voice of men 


women of Pennsylvania in 
repugnance I have always felt for the elab 
orate displays of various brands of alco 
holi¢ 


conjunction with the name of the Common 
wealth of 


beverages on public thoroughfares in 
Pennsylvania.” In speaking of 
the wishes of the people inl repealing the 
Eighteenth Amendment, the governor added: 
‘We want it on 
residential 
.. Nor did they say, 
‘We want it plastered in an offensive mannet 


“They did not say every 


street corner, in sections, neat 


churches and schools.’ 
across the pages of newspapers or maga 
zines, as gaudy displays in show windows, 
to be accompanied 


nor do we want its sale 


by social evils.” 
right in 
wishing the sale of liquor to be free from 
that the 
be entirely 


The governor is unquestionably 


such a 
free from 
such is, unfortunately, impossible. On_ the 
other hand, that the prohibition 
eliminated social evils and mitigated 
others can hardly be questioned. 
this 
such 1s 


social evils; sale of com 


modity can ever 
repeal of 
many 


fact: liquor 
either en 


However, we now face 


is merchandise and as 
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titled to be advertised or not; if, in the 
interests of the public, it is not, then all 
forms of its advertising should be banned— 
not merely display by edict, and radio by 
mutual agreement. There will be many who 
will say that the ruling of the Pennsylvania 
Liquor Control Board is the imposition of 
the will of a few over that of the majority- 
for after all, the majority of the public ex- 
pressed its wishes with the repeal of prohibi- 
tion. So far as we know, no attempt has 
been made to secure a poll on the sentiments 
of the people of the state as to the forms of 
liquor advertising to be employed. 
discriminated 
have 


Hence display is being 


just as other states done— 


Missouri, which formerly permitted 
only to 


against, 

notably 

liquor, 
governor 


advertising of 
later. The 
not want liquor advertising 
corner, in residential sections, near churches 
But what about magazine and 
It is practically im 
possible to pick up a newspaper or popular 


no window 


repeal the law does 


“on every street 
and schools.” 
newspaper advertising? 


magazine without coming across liquor ads 
in profusion, and certainly these publications 
into the home—which should be 
still worse than displays on “street corners.” 


go directly 


It is acknowledged that liquor advertising 
must be handled with restraint, just as cig- 
arette advertising was in the days when they 
“coffin nails” and a num 
their sale. But it is 
highly doubtful 1f any window display ever 


were referred to as 
ber of towns barred 
was responsible for the sale of liquor to an 
individual who had never taken a drink be 
fore. The displays of which the governor 
of Pennsylvania complains are a legitimate 
form of advertising, and there should be no 
than 


newspapers 


more discrimination against their use 


against similar advertising in 


magazines. We would like to ask a 
“Has the 
vania ever attempted to secure the ban ot 
advertising in Pennsylvania 

\nd what kind of inspired protest 


did?” 


and 


question governor of Pennsyl 


liquor news 
papers : 
would arise if he 


The Penalty Of 
Leadership 


field there are those who lead 
and those who follow. The display field is 
no exception. A relatively speaking, 
set the pace, whether in the production of 
and 
evolving ideas tor displays within the win 
Such leaders come 
and the 
following nut- 
shell. It was originally written by Theodore 
F. MacManus, as an advertisement in the 
Saturday Post back in 1915, and 
is used through the courtesy of the Cadillac 
Motor Car Company: 


In every 
few, 


outstanding equipment material or in 
dows or the store itself. 


in for all-too-frequent criticism, 


sums up the situation in a 


Evening 


field of human endeavor, he that 
is first must perpetually live in the white 
light of publicity. Whether the leadership 
man or in a manufactured 
envy are 


In every 


be vested in a 
emulation and ever at 
work. In art, in literature, in music, in in- 
dustry, the reward and the punishment are 
The reward is widespread 
denial 


product, 


always the same. 
recognition; the fierce 
and detraction. 

When a standard 
for the whole world, it also becomes a target 


punishment, 


man's work becomes a 
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for the shafts of the envious few. If his 
work be merely mediocre, he will be lef: 
severely alone—if he achieve a masterpiece 
it will set a million tongues a-wagging 
Jealousy does not protrude its forked tongu 
at the artist who produces a commonplac: 
painting. Whatsoever you write, or paint 
or play, or sing, or build, no one will striv: 
to surpass or to slander unless you 
work be stamped with the seal of genius. 


you, 


Long, long after a great work or a goo 
work has been done, those who are dis 
appointed or envious continue to cry out that 
it can not be done. Spiteful little voices i: 
the domain of art were raised against ou: 
own Whistler as a mountebank, long afte 
the big world had acclaimed him its greatest 
artistic genius. Multitudes flocked to Bay 
reuth to worship at the musical shrine ot 
Wagner, while the little group of thos 
whom he had dethroned and displaced a1 
gued angrily that he was no musician at all 

The little world continued to protest that 
Fulton could never build a steamboat, whil 
the big world flocked to the river banks t 
see his boat steam by. The leader is assaile 
because he is a leader, and the effort to equa! 
him is merely added proot of that leade: 
ship. Failing to equal or to excel, the fol 
lower seeks to depreciate and to destroy 
but only confirms once more the superiority 
of that which he strives to supplant. 
this. EE isas 
old as the humat 
greed, ambition, and 

And it all 
Ii the leader truly leads, he re¢ 
Master-poet, maste 
painter, master-workman, each in his tur: 
laurels 


There is nothing new in 
old as the 


passions 


world and as 
envy, fear, 


the desire to surpass avails 
nothing. 

mains—the leader. 
holds his 


which 


each 
That 
known, no matter 

That 


is assailed, and 
through the 


makes 


ages. is good o1 
great itself 
loud the clamor of denial. 
serves to live 


how 
which de 
lives. 


New Williams Showrooms 
Given Striking Treatment 

The newly designed showrooms of Jas. B 
Williams, Inc., 498 Seventh New 
York City, represent the last word in  sucl 
decoration, with a. striking treatment 
by Eleanor Le Maire being featured. Aside 
from the mannequin developments b) 
Cora Scovil and new fixtures in glass and 
metal by Cyrille Steiner Studios, other fig 


avenue, 
color 
new 
ures include American fashion mannequins, 


Ballet Marie 


new children’s figures, and porcelain man 


figures, Laurencien models 
nequins. 

The official opening of the new showrooms 
will be held on the first day of 


March 21. 


spring 
Tuesday, 


New Miniature Mannequins 
Introduced By Goodman 

Edwin E. Goodman, Goodman Flexibl 
Sleeve Form Company, 19 West 34th street 
New York City, has announced the introduc 
tion to the display field of a new line ot 
miniature mannequins. The figures are .b 
Cecile Hortense Goodman, and are said t 
be flexible, unbreakable, and correctly pro 
portioned. They are available for men’s 
boys’, and women’s wear display. A descrip 
tive booklet can be obtained from the ad 
dress above. 





139 


his 
left 
ece 
ing 
2 ue 
lace 
Lint 
rive 
foul 


FO0( 
dis 
that 
Sil 
oul 
ifte 
itest 
say 
eC OT 
hose 
al 
all 
that 
shale 
st 
riled 
qual 
dei 
fol 
OY 

rity 


mat 
and 
vails 


ste 

tur: 
irels 
d o1 
how 


de 


New 


suc] 


ment 


Aside 


s by 


and 


fig 


uins, 


dels 


nan 


OTS 


ng 


xible 
treet 
yrdue 


le Ol 


‘eb 
id t 
pro 
1en’s 
crip 

ad 


MARCH, 1939 


Cleveland Displaymen 

Review'' New Fashions 

\t the February 20 meeting of the Cleve- 
ind Display Club the organization’s mem- 
bers “reviewed” the fashions for spring, 1939 

modeled, as the official announcement has 

“by an all star cast of Cleveland display- 
men modeling for the first time before an 
audience of intelligent critics. The cast in- 
cludes Leo Gomez, Homer Richards, and a 
number of daring displaymen who offer their 
ill for their craft.” 

After the hilarious fashion show, Ralph 
H. Jones, secretary, Cleveland Electrical 
League, spoke on “Tug of War—Or Team- 
work ?” 

The Cleveland group is issuing an inter 
esting little club bulletin, and plans are be- 
ing made for a series of interesting meet 
ings. 


Zahn Gives Demonstration 
For Canton Club 

At a_ recent meeting of the Canton 
Display Association, Bert Zahn, under the 
auspices of the Sherwin-Williams Company, 
gave an interesting demonstration on the use 
of silk screen process in display. A number 
of displaymen from nearby cities attended. 
The program committee was composed of 
Ernest de Camp, Bob Ritter, and K. Francis 
Hildreth. 

On February 27 an election meeting was 
held at which K. Francis Hildreth, Stern & 
Mann Company, was reelected president, 
while Leo B. Pence, Harvard Clothing Com- 
pany, was reelected secretary-treasurer. 


"Window Of The Future" 
Arouses Much Interest 

One of the interesting developments of the 
Golden Gate International Exposition is the 
unveiling of “The show window of the fu- 
ture,” designed by Eleanor Le Maire. Man- 
nequins of clear plastic material—with 
spiral twists to connect trunks with appen- 
dages—are featured. The figures were done 
by Cora Scovil, styled by Helen Cole, and 
sponsored by Jas. B. Williams, Inc., New 
York City. 


Heyman Joins 
Craftsmen 

The Poster Craftsmen, Inc., now in en- 
larged quarters at 410 East 32nd street, New 
York City, announces that Harold Heyman 
has joined the staff as sales manager for 
window display build-ups and commercial 
displays. 


New Siegel Monnequin 
Features String Head 

A head formed by rows of string will be 
one of the features of the mannequin devel- 
oped by Siegel, French mannequin designer, 
for the New York World’s Fair. The hair 


of crocheted string. 





Thimell Te De Plane, 
New York City 


Henri Thimell, who for many years was 
th Bergdorf Goodman, New York City, 

become display manager for A. De 
ina Company, of the same city. He re- 
ces M. Pellegrino, resigned 
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Design-Craft Panels, die-cut 
novelties, display sets, pedestal 
caps, display mouldings and a 
wide variety of rigid, semi-rigid 
and draping background mate- 
rials: all are shown in clear-cut 
illustrations in the Dennison 1939 
Spring and Summer Catalog. It’s 
easy to select the exact items you 
will need for installing sales-pull- 
ing displays. And, too, there are 
helpful idea sketches that show 
suggested ways of using these 
outstanding materials. There are 
many profit-making ideas in Den- 
nison’s free catalog. 


® 
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Songs 0 aiitias 


When warm spring breezes blow 
from the south, you'll want win- 
dows of light-hearted gaiety. In- 
stall displays that sing of the great 
outdoors: of mountain camps and 
pine forests and spring jonquils. 
Stop window shoppers with songs 
of spring! And how easy it is to do 
this very thing! Dennison’s 1939 
Spring and Summer line is dis- 
tinctive, colorful and complete. See 
for yourself — just send the cou- 
pon below for your copy of the 
new, FREE Dennison catalog. 











DENNISON MFG. CO. 
Framingham, Mass. 
Dept. M 





Yes— send me my free copy of Dennison’s Catalog of Display 
Materials for Spring and Summer 1939. 


Name 
City 
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—Six outstanding examples of show card treatment are seen in the Company, Omaha, Neb. The others were by W. Gilbert Brown, 


above photograph. The second card in the upper row—''Correct Philadelphia Electric Co., Philadelphia. In the ‘Sew Electrically’ 


Formal Attire For After Six'"—was by Les Blei, Nebraska Clothing card, Brown used actual material swatches, thread, and a needle— 
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SAVE 25% 


with 





Corrodek 


New Economy Roll---4 Rolls in | 


You can now save money on DISPLAY CORRUGATED yet have the same brilliancy in color, 
rigidity and good quality required for effective displays. The makers of CORRODEK have now 
found thé solution by reducing the manufacturing costs without changing the quality. 


































Send for Free Samples, 
New Price Line-up 
and Color Swatch. 

Write Dept. D. W. - 3 


NEWTON UPPER FALLS 








The solution is simple — combine 
into | roll the same material for- 
merly wound into 4 separate indi- 
vidual units. | roll, | carton, re- 
places 4 operations and 4 cartons. 
4 times the quantity in one con- 
tinuous piece, at only 3 times the 
small roll price—25% saving. 


Available in these widths: 


30 in. by 160 ft. — 400 sq. ft. 
48 in. by 100 ft. — 400 sq. ft. 
60 in. by 80 ft. — 400 sq. ft. 
72 in. by 100 ft. — 600 sq. ft. 


Complete stock ready for delivery 
in 18 brilliant, fast-to-light colors. 
Handy printed guide line backing 
on the 30, 48, and 60” widths. 
Extra heavy backing on the 72” 
width. 


These handy Economy Rolls 
not only save money but 
eliminate material waste—no 
short ends or left over pieces 
—one continuous roll to cut 
from. 


MANUFACTURED BY 


SHERMAN Paper Propucts CORPORATION 


MASSACHUSETTS 
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Father’s Day Sketches 


By G. ALVIN SMITH 
Display Specialist, New York City 





Ke 


‘ > moan 

—This sketch presents an idea which is very simple in construction | . { 
and can be produced at nominal cost. The special feature con- a ne 

sists of the panel at the extreme right side, the father's picture in Hy | ; FATH RS DAY 
the circular plaque, and the curved arrow cut from wall board, 
lettered and placed in position as shown. The date of Father's 
day can be placed in the lower left-hand corner of the panel. 
Attention is called to the curtain background and to the arrange- 

ment of the cube-shaped pedestals— 

















| JUNE 1939 | 
mags 


0 — ) emphasizes the date. Oval-shaped 





—Here is a three-panel screen e with a red circle around June 18, 
made from wall board reinforced a = +'5'6/7/8 
; ia4is 


— 





tT. 


in the rear with framework. The 














size of the panels is to be gov- 





erned by the size of the window. 
A good color scheme will have 
much to do with the effectiveness 
of this display. The calendar, 









































pedestals placed in front of each 

panel provide units for merchan- 

dise display. A large cut-out pipe 

with smoke curling from its bowl 

provides space on which lettering 
can be placed— 








—tThis setting consists of a large panel made from wall board, 
with two narrow strip panels at the left. All panels are of wall 
board, which can be covered with any suitable material or painted 
in a dull finish. At the right is a large disc which is treated in 
the same manner. An enlarged photograph can be placed as 
shown, or the picture done by one of your staff artists. Folded ties 
can be attached to the circle, while the two oval-shaped plateaut 
serve as displayers— 











board, 
of wall 
painted 
sated in 
aced as 
ded ties 


plateaux 
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aE INCH 


BACKGROUND PAPER 


12 Yard Rolls — $5.50 each 
—_ "  — 11.50 " 
50 " "  — 22.50 " 


We have endeavored and successfully pro- 
duced our contribution to the ““WHEELS OF 
PROGRESS” for 1939—in SEAMLESS 81 
INCH, a ridged and tough paper of unusual 
beauty. 





e@ee 
SEAMLESS 81 INCH is obtainable in twelve popular colors, through and through 


dyed to insure steadfast hue, usable on either side assuring the utmost in economy— 
Jobber territories easy to handle, for window or interior. No messy painting—TIime Saver. 


still open eee 


Large color chart of actual samples available upon request. 











THE ACE PAPER CO., INC. 


426 WEST BROADWAY :--: NEW YORK CITY -N-Y: 








! 

T. R. Biggar Takes Over C R FSC 4 NT 
Lichtenstein Department PRESENTS 

T. R. Biggar recently took over active 
direction of the display department of M. 
Lichtenstein & Sons, Corpus Christi, Texas. 
He replaces Gordon Moore, who has been 
with the firm for the past twenty-two years 
ind who now has charge of the advertising | 
department. 











Display Carton | 
Wins Trophy . . 
A “Rainsuiter” display carton, designed by 
Martin Ullman for Leon A. Axel, Ltd., has | 


Ponape Texture 
been awarded the Irwin D. Woli trophy in | _»® New Color Versions 
the annual packaging competition sponsored | ' so. 
by the American Management Association. | _©@ Satin Finish 


The display carton won out’ over a field of | [ ' i d Middl 
1,100 entries. — aml 
Va mAuO @ hare iggie 


~— ee Showroom ImpRovEMENTS~ ~@ Full 14 Ply Thickness 
or rrat n 
igs ge oy, —~e Speed Surface 


showroom has been | 


Free Samples 






on Request 


opened at 101 West 27th street by The Car on 

ita Company, with S. Ralph Gilbert in @ Perfect Erasure 
charge. The well-known mannequin firm's 

home office is at 1025 West Seventh street. PRICED TO FIT YOUR BUDGET.. 


Los Angeles, Calif. 


|. Weiss Joins 
Berland's 


ormerly with an advertising agency in 


Gi Product of, 


_—— Tay th bot, o, Tomorrow | 


Chicago, I. Weiss has joined Berland Shoe CHICAGO CARDBOARD COMPANY 


+ 


and display manager. 


res, Inc., St. Louis, Mo., as advertising 666 Washington Llvd. va Chicago, Wa 








George Fuda, Cotrell & Leonard, Albany, 
N. Y., gets added service from old manne- 
quins. He says: “As many other displaymen 
have probably done, I found a use for some 
of my old ‘Tillies.. Besides painting them 
to match the background colors, I give them 
a bit more attraction by moulding wigs of 
stripped paper for them, and painting on lip, 
The illustration 
renovated “Tillies” used 
in a successful series of “Navy With... .” 
The indirect lighting was fronted with pink 
translucent paper and pink filters were used 


eyebrow, and eye accents.” 


shows one of the 


—Although the towel display was designed 
for the showing of a complete line by Can- 
non Mills, it could easily be adapted for a 
towel shop for most any store. The con- 
struction is simple, wall board and wooden 
strips being practically all the material re- 
quired. The display could be contracted in 
size, if necessary— 
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And There 


—George Fuda, Cotrell & Leonard, Albany, 

N. Y., paints old mannequins to match his 

background colors—as well as changing the 

eyes, lips, and hair as desired. Thus an 

old figure that would ordinarily be rele- 

gated to the darker corners of the store- 
room is given added life— 


on the spotlights. The background was also 
pink. 

An idea for an attractive “towel shop” is 
seen in the photograph below, used by Can- 
non Mills at the company’s recent opening. 
Designs and color relationships were given 
close attention and the result was a colorful 
display which would certainly catch the eye 
of a housewife. The setting has added merit 
because of its simplicity and adaptability to 
the space limitations of practically any store. 

C. R. Crawley, George B. Peck Company, 
Kansas City, Mo., used a novel bride’s figure 
to tie-in with gift suggestions for the “Bride 


chrome-finished w 
with silk weddi 


Moderne.” Made of 
the form was draped 
gown and veil. 
Another form of wire was 
Malloy, Neiman-Marcus Company, 


used by 
Dall 


Texas, for a small window display of cos- 





—An unusual "mannequin" of chrome-cov- 

ered wire was used by Charles R. Crawley, 

George B. Peck Company, Kansas City, Mo.., 

to tie-in with chrome-finished gifts for the 

“Bride Moderne.’ The figure's face and 
hair were also of metal— 


—Guy Malloy, Neiman-Marcus Company, 

Dallas, Texas, used chalk-white hands and a 

gilt basket of wire as the center of interest 

in a small window display of costume jewelry. 

A spotlight was focused on the background 

between the objects, rather than on the mer- 
chandise— 


The wire basket was gild 

Chalk-white hands wit! 
plumed cuffs supported the basket, whic! 
was liberally covered with jewelry. <A spot- 
light was the background b 

tween the hands and basket. 


tume jewelry. 
with gold paint. 


focused on 








ey, 








ny, 
la 


est 
ry. 
ind 


er- 


gilded 
Ss WI! 
which 
\ spot 
nd | 
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Art Directors Annual 


Is Published 

The seventeenth Art Directors Annual of 
Advertising Art has been published by Long- 
mans, Green & Co., 114 Fifth avenue, New 
York City. It is divided into six sections, 
each of which begins with an explanation 
and discussion of the aims and purposes of 
the artwork included therein. At the end 
of each section, excepting that on posters 
and booklets, the finished advertisements 
in which the illustrations were used are re- 
produced in miniature. The annual has 186 
pages and 340 illustrations, nearly all of 
which, excepting eight full color plates, are 
in halftone. 


Clinton Clark Leaves 
H. & S. Pogue 


For several years in charge ot display 
for H. & S. Pogue Company, Cincinnati, 
Ohio, Clinton Clark has resigned as of 
March 1 to become display director for The 
Joston Store, Milwaukee, Wis. Kenneth W. 
Duncan, whom he replaces, has been in ill 
health for some time and will take a pro- 
tracted rest before announcing his plans for 
the future. The vacancy at Pogue's is being 
filled for the time being by Carroll S. 
Nichols. 

Chicago Club To Hold 
Regular Luncheons 

The Chicago Display Club has announced 
its intention of holding a regular weekly 
luncheon meeting, to which members, out-of- 
town displaymen, manufacturers and_ their 
representatives are invited. Scheduled for 
12:30 o’clock each Tuesday, the luncheons 
will be held in room 1909 of the Republic 
building, State and Adams streets. 





New Literature Issued 
By Elb Products 

An attractive new folder, describing the 
features of the new “Seamless Pleet-Pac” 
display material, has been released by Elb 
Products, Inc., 101 Park avenue, New York 
City. A copy is available on request. “Pleet- 
Pac’ was formerly offered only in 8'%-foot 
lengths but is now furnished in seamless 
lengths up to 16 feet in new spring and sum- 
mer colors. 





Flock Finish For 
New Cutouts 

A new line of novel cutouts, having three 
dimensional effects and finished in rayon 
flock, has been developed by the Nu-Way 
Window Display Center, 245 Flatbush ave- 
nue extension, Brooklyn, N. Y. The units 
were designed by James’ Kiley, whose 
sketches are regular features in DISPLAY 
WORLD. An illustrated catalogue is now 
ready for both jobbers and retailers. 
Carson's Fixture Department 

Headed By W. F. Kramer 

N F. Kramer has been named manager 
of the display fixture department of Carson 
Pirie Scott & Co., Wholesale, 366 West 
\dams street, Chicago. Kramer succeeds 
J. J. Sullivan, who recently resigned to be- 
com affiliated with Jas. B. Williams, Inc 
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A new Star in the mannequin field has sculptured 
PORTRAIT MANNEQUINS of your children and 
mine. These LITTLE THOROUGHBREDS look like 
real children and range in age groups of two, four, 
six, eight and ten years. Marcia Clapp's likeable 
tots are both girls and boys who have human hair 
wigs. Write for photographs on your firm's letter- 
head, and they will be forwarded promptly. 


Exclusive Distributors for Marcia Clapp Mannequins 


DISPLAY EQUIPMENT COMPANY, INC. 
500 SEVENTH AVENUE . . . NEW YORK CITY 


A GLITTERING SPARKLING FLOOR 


FOR YOUR FASHION DISPLAYS 
THAT WILL STOP WINDOW TRAFFIC 


This is only one of the uses of the remarkable DIAMOND PEBBLES. Use 
them for backgrounds, display cards, fixture tops, as your own ingenuity 
suggests and you will be surprised at the beauty and power of this new 
display medium. Can be used over and over again. The original invest- 
ment is your only cost. 


DIAMOND PEBBLES NOW AVAILABLE IN COLORS 


Through Your Jobber or Direct from 


H. H. TURCHIN CORPANT 


230 FIFTH AVENUE NEW YORK CITY 




















Samples on Request 
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Dioneer’s Dractical Displays 
Click At Doint=Of-Jale 


Many years ago the Pioneer Suspender 
Company, Philadelphia, became convinced 
that the only kind of retail displays the 
firm wanted were those whose practical, 
ability-to-sell nature was unquestioned. An- 
other necessity, as pointed out by the firm’s 
Moriz Dreyfus, was that they should be 
practical from the displayman’s standpoint— 
displays that not only looked good on paper 
and in the manufacturer's office, but were 
usable by the man on the firing-line—the 
displayman. 

Hence it is quite the customary procedure 
for Pioneer to get the opinions of a repre- 
sentative number of displaymen as to the 
proposed display units before ever starting 
production on the point-of-sale material. As 
a result, Pioneer's sales aids have been uni- 
formly good from every standpoint; each 
season's displays have represented an im- 
provement. 

The spring and summer displays for 1939 
are no exception, as can be seen from the 
illustrations. A number of interesting fea- 
tures have been incorporated in them. 

For example, the unit for herringbone 
braces was inspired by the ordinary lamp 
shade, silk-screened right on the surface. 
\ cut-out figure is superimposed and a pack- 
age of braces fits into a slot cut into the 
small end. 

Next is a unit designed to focus attention 
on the fact that colorful belts are now lit- 
erally “going to town.” This is followed 
(lower left) by a large window backgroun 1 
made in three easel-backed panels, capital 
izing on the candid camera craze. 

\t the upper right is a display unit which 
shows an actual reproduction of Pioneer's 
brace package, with three men of different 
build pointing out the particular brace fea- 
ture which appeals to the individual. <A 
flasher bulb inside the display calls attention 
to the featured sales points. 

The next unit gets over the idea of cool 
ness, not only in connection with the copy, 
but in color, design, and theme. The back- 





ground is a thermometer. 


mn THE 
seoRr rrcTore | 


BELTS BY 





1939 


MARCH, 1939 


Progress Of United States 
Shown In Exhibits 


\ series of dioramas at the New York 
Worlds Fair will pertray the progress of 
residents of the United States during the 
past 150 years—from the long hours of the 
early settlers to a hint of the home of to- 
morrow. The exhibits were designed by 
Gilbert Rohde, New York City. 

The first set in the exhibit will be a dio- 
rama portraying Man and the Community in 
1789. Against a background of the village 
green of a typical early American commun- 
ity will be shown, in stylized form, slightly 
humorous figures of a traveling parson, a 
woman spinning, a shoemaker, a woman 
kneading dough, a child dipping candles, a 
man hewing a log, and a farmer ploughing. 

“These figures, each about 3 feet high, will 
bend over and straighten up in a very jerky 
fashion,’ Rohde explains, “making no other 
motions except this monotonous rhythm 
which will go on as the set changes from 
dawn to dusk. A voice will recall that their 
work day was sixteen hours and that they 
had no time for anything else except a few 
years in school and one day a week in 
church.” 

In the next set, pictures appearing in 
rapid succession on a 7-foot circular screen 
of translucent material will show the de- 
velopment of scientific invention from James 
Watt's experiments with the steam engine in 
1782 down through Fulton, Farraday, Hertz, 
Morse, Edison, Marconi, and Wright to the 
latest marvels of today. 

Set three will suggest by means of mov- 
ing wheels, cogs and other implements of 
industry how these inventions have been 
applied to free Man in time and space, to 
give him greater leisure while at the same 
time increasing the complexity and interde- 
pendence of life. 

Set four, entitled “Mrs. Modern Orders 
a House,” will utilize the building and fur- 
nishing of a home to demonstrate how Man 
no longer has to depend on his own efforts 
for his needs, how interdependence has 
changed the sixteen hours work, eight hours 
sleep schedule to eight hours work, eight 
hours sleep, eight hours leisure. 

The action will take place on a stage 20 
feet wide by 8 feet deep. From the ceiling 
drops Mrs. Modern, sitting in an easy chair 
and holding a telephone. She orders a house, 
furnishings and dinner from a department 
store, and in succession walls,’ furniture, 
rugs, and food move onto the stage and 
arrange themselves in position. 

The purpose is to show that division of 
labor has now taken place to such an extent 
that, in order to have a house, a person 
need no longer wield an axe—need do noth- 
ing, in fact, except what amounts to pressing 
a button. This action sets in motion thou- 
sands of people in the remotest parts of the 
world. Considering the advances we have 
seen and may expect to see in the develop- 
ment of pre-fabricated houses, the action 
that takes place in this part of the exhibit 
is not so fantastic as it seems. 

The last set again broadens the horizon 
of the exhibit and considers all of Man's 
leisure time activities in and about the com- 
munity now that technological advances have 
Ireei him from chores and given him time 
tor something besides work. 
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The NEW 
96°’ Seamless 


PLEET PAC 


Backgrounds 
11'8”—14’—16' lengths 



































In Spring Green, White, Ocean Blue, Sunray Yellow. Easy 
to handle. Easy to install. Write for catalog and sample. 


JOBBERS TERRITORIES OPEN 


Sole Manufacturers 


ELB PRODUCTS, INC. 


101 PARK AVENUE - - - - - NEW YORK, N. Y. 

















DURABLE 
DRESS FORM 


Cast In Genuine RUBBERLITE 


This perfectly styled dress form does 
away with breakage, chipping, crack- 
ing and all the annoyances _inci- 
dent to other composition materials. 
Equipped with standard 74” fitting 
for regular display stand, this item 
insures double economy. Available 
in size 14. Priced at $12.00 per 


form. Write— 


DURABLE DISPLAYS, Inc. 


No. 405 162 N. Clinton St., Chicago, Illinois 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall Effects, Motion Displays; and 
with Colored Lighting. Pure White—Fireproof—For 
Window Display and Decorative Purposes. 

Also Glass Tubes, Rods and Gazing Globes 
When You Attend the New York World’s Fair 
Be Sure to See Display at our N. Y. Office 


FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 East 42nd St., New York 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ——_—_—__ay 


—The humorous pomposity of a 
strutting penguin has been cap- 
tured in the colorful moulded 
plcstic cigarette lighter created 
to promote Brown & Williamson's 
"Kool" cigarettes. The body is 
moulded of acetate in black and 
white. The hat, containing the 
electric heating element, is of 
a special heat-resistant phenolic. 
Electrical "innards" by Louisville 
Electric Mfg. Company. Hat, 
body, and feet moulded by Kil- 
gore Mfg. Company. Photograph 
courtesy of the Bakelite Corp.— 


—Point-of-sale tie-in with the 
San Francisco Fair is provided 
by means of this attractive 
"“Comura," created and _ pro- 
duced by W. L. Stensgaard & 
Associates, Inc., Chicago. Done 
in halftone screen process, the 
"“Comura" is 40 by 50 inches. 
Similar treatments of other fair 
scenes are also available— 


—s zy 


. & ~ pl 


—"Full-Line Selling" is graph- 
ically exemplified in the ani- 
mated spectacular display of 
the United States Gypsum Com- 
pany now being shown to dealer 
conventions and the like. The 
central point of interest is a 
model house, built on accurate 
scale, which features actual 
USG materials in miniature size. 
Wing panels embody samples of 
all the materials in the house, 
with a headline description of 
each product. The whole exhibit 
is electrically animated so that 
each product receives separate 
display lighting— 


wey ey RA 


aes we noms mere 


—The new Glenmore "Colonel" 
statuette is now being distributed 
to retail liquor outlets throughout 
the country by Glenmore Distil- 
leries Co., Inc. Sixteen inches 
tall and 7 inches wide at the base, 
the ''Colonel'' is constructed, with 
the exception of the outstretched 
right hand, of a moulded plaster 
composition. The right hand, 
moulded separately, is of special 
Plastique’ construction which 
will resist damage by excess vi- 
bration. The 5-inch circle upon 
which the right hand rests carries 
the brand identification message. 
The statuettes were produced by 
American Fixture & Mfg. Com- 
pany, St. Lovis— 
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—Newly created Phoenix hosiery 
display units are attention-arrest- 
ing, to say the least. Cut-out 
mannequins, each 12 inches tall, 
are inserted by a tab arrange- 
ment into a "grass" base and 
then encircled by a heavy cello- 
phane cylinder, the back of which 
is painted to simulate town and 
country scenes. The life-like ap- 
pearance of the figure is achieved 
by a combination of hand-colored 
photography, silk screen, and 
flock. A slotted arrangement at 
the back of the base contains in- 
terchangeable cards for new sales 
messages to be held by the card 
holder— 
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POMNMNT-GF-SALEZ 
Ay 
—-installitwith ff 


KLING-TITE 


OURS EARLIER — with more 


selling hours and more sell- 





No More Liquor Display 
For Pennsylvania 
\n order has been issued by the Pennsyl- 
yania Liquor Control Board prohibiting the 
use of any form of promotional material in 
= 4 liquor store windows. Governor Arthur H. 
_——— F James was instrumental in securing the ban, 
as part of his campaign directed against 
liquor advertising. In a letter to board mem- 
bers the governor said: 
“Let me thank you for your decision to 
order that liquor store windows no longer 
















be used to advertise liquor. I believe I am ing power — windows can be / Model T-3 
echoing the voice of countless men and put into "sales action” with 6! x Kling-Tite 
women of Pennsylvania in expressing the the Kling-Tite Automatic \ One-Hand Tacker 


repugnance I have always felt for the elab- . 
Pup te tea ater sen One-Hand Tacker! Sim- 
orate displays of various brands of alcoholic 
beverages on public thoroughfares in con- ply hold Tacker in one 
junction with the name of the Common- hand—grip the han- / 
wealth of Pennsylvania. 
“What the people of this country said 
when they knocked out the Eighteenth fast as you grip 


LING-TITE dressed windows are 


better! They're neater—more at- 





dl eee tractive—more effective. In close quar- 
e—and, zip, zip! 





ters, cramped corners, or on narrow steps 





or ledges—this handy, compact, self-con- 








Amendment was: ‘We want liquor made it drives slen- Scined device does iis wort. 

legally available to the persons who want to der, pin- 

consume it—and we want its traffic freed pointed Tacking merchandise on cards—installing 

from breakdown in law and order which has . k backgrounds—covering panels and shelves— 
ack- 


accompanied its consumption during prohi- 


bition.’ ’ ; a All haw / are a few of the many practical, every-day 
“They did not say, ‘We want it on every ASK FOR Za : uses of Kling-Tite. 

street corner, in residential sections, near FOLDER /<©9/ ; 

churches and schools.’ Further they did not 

say, ‘We want it plastered in an offensive 

manner across the pages of newspapers or 


, ; : - ing displaymen, sign men and salesmen—everywherel 
magazines, as gaudy displays in show win- 
blery dows, nor do we want its sale to be ac- 


Write for details! 
rest- 


companied by social evils.” JarPvrS 
ay coos A.L.LHANSEN M 
tall, Klin ~Tite ry a ’ 
AS ; 


; tacking up posters, indoors and outdoors— 
points. 





Kling-Tite effects a distinct saving in time, effort 





and materials. It is standard equipment with lead- 

















pot "Motion Display Mechanics" 504! RVANL Takai ieleye. Ave., CH | ei ciee ILL. 
rng Is New Motion Text 





hich With the increasing interest in motion dis- 
and plays, the publication of “Motion Display 
ap- Mechanics” fills a need in the average dis- 


aved playman’s library. Written by I. L. Coch- 
yin rane and published by Reeder-Morton Pub- 
to lications, Inc., 175 Fifth avenue, New York CASH PRICE 
5 th. City, the book takes up the study of motion 3 OO 
sales in display and shows, through photographs 15: 
card and diagrams, just how the motion effects 
are obtained. Basic devices have been listed 
and briefly explained in principle and prac- byINSTALLMENTS 





tice. Then the author shows approved ways 

to carry through the majority of the more $20-90 
simple animations, plus a number of the 

relatively more complex mechanisms, for ef- 

rec , > » Sesh tas To meet a demand for a 
tects now demanded for exhibitions and  y¢,.° complete correspond- 


displays of various sorts. ? ence course on window 

background construction and 

acai —— —— the decoration features of 

Old the show window we have 
Masters 


compiled this new course. 
At Fair It contains over 300 lesson 
\mong the great classical painters whose Pages with over 1,000 illus- 


; - trations giving one enough 
work will be shown at the New York material and ideas for use 


World’s Fair are Raphael, Titian, Rem- tor many years. 


brandt, Vermeer, Watteau, Gainsborough, . . 
and Reynolds. The $30,000,000 art exhibition Other Window nee een a — heen 
epartment Store en’s Wear 


wil] I » ouse i 2 sl) < i 
ill be housed in a fireproof “Masterpieces Dor Guate Seedete- Weer Gitts and Jowelry 


of Art” museum. 
All these courses are fully described and priced in our newest literature. If you 
can’t afford to take our complete instruction it is now possible for you to get any 








"Biggest Prize Contest one or more of the above specialized courses. 
u . 
Ever Offered We also have Complete or Short Courses in 
lhe American Can Company is planning 
a $200,000 “Treasure Chest” display contest CARD WRITING and RETAIL ADVERTISING 
to promote the sale of beer packaged in The short courses cost less and can be completed in a shorter period. 
Keslined cans. It is called the “biggest When you write please state what courses you are interested in. 


Prive offer ever made to retailers and their 


pea THE KOESTER SCHOOL ‘cncxco’™ 
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HAVE YOU TRIED ITé¢ 
RIGID FABRIC 


STIFFENED TO FORM LIKE CARDBOARD 


This Amazing New Creation is Just 


A FEW WEEKS OLD 


SIX SEASONAL COLORS ... Comes in Both 
PLEATED PANELS (80 in. long, 8 ft. high) and PLAIN ROLLS (10 yds. long, 54 in. wide) 


DEALERS: Wire, Write or Phone for Samples of the Display Fabric of Tomorrow 


Display Division 


COY-DISBROW CO., Inc. 


686-90 GREENWICH ST. 
NEW YORK CITY 








Attention! 
FREE CATALOG 


32 pages of ideas for displaymen ... the prod- 
ucts of the best known makers of: Glass and 
Chrome Fixtures ... Mirrors and Lamps. . . 
Sign Holders and Stands ... Racks, Wood and 
Chrome ... Millinery Heads . . . Mannequins 
and Forms ... Turntables and Pedestals .. . 
Chrome Furniture . . . Accessory Displayers 
Write today for this big book, there’s a 
snappy idea on every page. 


SIEVE AND GERBER 


65 E. SOUTH WATER ST. CHICAGO, ILL. 








USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 

POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch 
CASH WITH ORDER 














Think this over... 





On Saturday afternoon, October 24, 1936, 
[ answered my phone and a voice asked if I 
would go out to Notre Dame and do a little 
decorating ... it was important ...a high 
official of the church was coming... “yes— 
they want you to bring the material .. . 300 
yards of gold and 300 yards of blue.” The 
voice of our contact buyer went on asking 
me to do this favor for him. I agreed. When 
we arrived on the campus, the radios from 
the dormitory windows were giving forth a 
staccato play-by-play account of the Notre 
Dame football game in the East . . . Notre 
suddenly the game 
silent as if a 


Dame was losing 
over radios were 
great master switch controlled them 
Notre Dame had lost. The leaves 
dropping from the trees as the old clock on 
the tower tolled a beat at 4:30. The priests 
were hurrying to and fro... they seemed 
not sad... no mention of football ... each 
one seemed to have a task to perform ...a 
cardinal from Rome was coming. 


was 


were 


By FRANK G. BINGHA 





They were gracious and willing to help 
the decoration task along, holding ladders, 
filling the tackers, unwinding the goods... 
the front of the administration building had 
to be decorated and it was becoming dark 
... the wind was biting ...no one ever had 
pleated material with gloves. Finally the 
last of the material was draped down each 
side of the wide railings leading up to the 
giant pillars all was a mass of gold 
and blue as the clock struck 8 . .. priests 
and students paused to look. The papal 
secretary of state was coming on the mor- 
row, which meant little to me and perhaps 
to thousands of others. But I drove out the 
next afternoon to view my work and get a 
glimpse of the man who caused 600 yards 
of fabric to be draped so hurriedly. Today, 
this man is the new Pope of Rome and his 
visit to Notre Dame becomes an_ historic 
event. 

Doing this job at the time seemed to me 
unnecessary, but I did it, nevertheless. No 
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displayman can distinguish the little thing 
from the big, because at the time they ofte 
seem all in the same class. To reap the rea 
rewards of life we must do all jobs well; w 
never really know which will be importa: 
later. 


Isn't an attitude of aloofness on the pai 
of many of us doing the display professio 
harm and hindering the advancement o 
thousands of unheard-of young men wh 
will carry the banner of display into th 
last half of the twentieth century, when mos 
of us will be gone and forgotten? If we 
ourselves, can not advance from the sand 
to a larger national scope, how will they 
Will display always be the weed of adver 
tising or will it become the rose of all sel] 
ing forces? No organization of men in an 
profession ever had a greater opportunit 
than the displaymen of today! If ever ther: 
was a time to do something about it, it is 
now. Whether it be a new association or a 
revival of the I. A. D. M., or the I. A. D. M 
with a new title, I care not which, so long 
as we advance our goal year by year. To 
do this, we must forget cliques, politics, 
foolish spending, our indifference to others, 
and move ourselves off the sandlot to at 
least the minor league of unity as far as 
displaymen are concerned. 


Lion and lamb thoughts: signs of spring 
in display windows run the gauntlet from 
bird cages to giant flower pots ... an execu- 
tive was executed in Russia for making all 
right-foot galoshes in the factory ... salable 
at that, for those who are keeping one foot 
out of the grave more photographs 
of windows are printed in trade papers 
than ever before ... send yours in and the 
boss may clip it out when published and 
mark it with a red pencil as a good idea 
never bothering to look at the copy below 

. when you get it in your mail box take 
it to him and ask him if he wants you to 
repeat it... this actually happened .. . no 
names and _ the wasn't near-sighted 
either vocational classes by various 
states will increase the demand for display 
teachers ... the San Antonio Display Club 
should be given a big hand for their excel- 
lent program would like to meet the 
Stroller ... he writes well. ... The North 
ern Indiana Club is putting on steam for 
their sixth annual banquet a record 
few clubs can equal . bigger and better 
each year . 3ernard Gorman, the jovial 
salesman, has postponed his wedding for a 
week, so he can attend our banquet 
what a compliment to the N. I. A. D. M!... 
he will join the silent majority on April 22 

. smart guy, waiting until after she buys 
her Easter bib and tucker. . . . George Sil- 
vestri on losing his pal will cast adrift his 
bachelorhood raft and sail out on the good 
ship matrimony on June 17... George has 
three green suits that will make swell ove 
coats for Junior ... Dan Hansen’s extempo 
raneous speech at the Chicago Display Club 
meeting was a decided hit! ... Dan hangs 
his hat at Clark & Co., Peoria, when not 
home . .. who ever thought the modern 193" 
displayman would be displaying petticoats 
... the current trend to give more authorit 
to buyers will tax the diplomacy of mat 
display departments. 


boss 
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40,500 Visit Du Pont Exhibit 
On Fair Opening Day 

Showmanship drew 40,500 visitors to du 
Pont’s “Wonder World of Chemistry” ex- 
hibit on the opening day of San Francisco's 
Golden Gate Exposition. Thus was raised 
a question-mark over the current belief that 
the 1939 World’s Fair-goer is “looking 
mainly for fun.” The fair’s opening day at- 
tendance was 143,500. The du Pont chemical 
show, occupying 6,000 square feet in the 
Homes and Gardens building, got well over 
one-fourth of it. 

Life and action mark the exhibit, which 
was designed by Walter Dorwin Teague. 
Flashing lights, bubbling colored water to 
simulate chemicals, and a corps of men 
trained especially for the job, tell a tale of 
thirty-five new industries sired by chemical 
research. These range from coal-tar dyes 
to du Pont’s new wonder material, nylon, 
which among other uses is expected to pro- 
vide women with better and sheerer hosiery 
—made from coal, water, and air. 

At the New York fair, the company will 
have its own building. 


Ray Johnson With 
Gardner Displays 

Ray Johnson, well-known creative artist, 
has joined the staff of the Gardner Displays 
Company with plants in Pittsburgh, New 
York City, and Detroit. Johnson is a grad- 
uate of the Academy of Arts in Chicago and 
was formerly associated with Oscar Gross 
and Andrew Loomis, Chicago artists. He 
has been active for fourteen years in the 
creative art and design field. He will work 
with Glen Holland, designer, in developing 
itinerant displays, a subject in which both 
artists have had extensive experience. 


Zeppen-Field On 
Eastern Trip 

W. M. Zeppen-Field, head of Zeppen-Field 
Studios, 1057 North La Brea avenue, Holly- 
wood, Calif., is on an extended Eastern 
trip in the interests of his firm’s “Holly- 
wood” mannequins. He reports much in- 
terest in the well-known figures, which fea- 
ture removable and interchangeable venti- 
lated wigs of real hair. Zeppen-Field is his 
usual jovial and dapper self again after re- 
covering from a serious illness which in- 
capacitated him for some four months. 





Dennison's New Catalogue 
Being Distributed 

The Dennison Manufacturing Company, 
Framingham, Mass., has just released its 
new spring and summer catalogue for 1939. 
Featured in the booklet are various dec- 
orative panels, as well as a wide range of 
display papers of the firm's manufacture, in- 
cluding the popular “Flex-Craft.” A copy of 
the catalogue is available on request. 


Emil Newdold With 

Bergner, Peoria 

En 1 Newdold, who has been in charge of 
disp! y for Stillman Dry Goods Company, 
Fort Vayne, Ind., for a number of years, 
Nas resigned to become display director for 
the P. A. Bergner Company, Peoria, III. 
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NO Ww! YOU CAN MAKE 
19 DIFFERENT DISPLAYS 


WITH THESE 


WINDOW BLOCKS 


Here are the window blocks you have been 
looking for. The parts will make 19 different 
designs . . . and they may be used individually or collectively. 





The set is designed to fit any size window .. . it consists of three parts with sizes 
running up to nearly five feet. 


Units are completely enclosed . . . made of the finest all wood construction with a 
gleaming white finish. Immediate shipment. (Pat. Applied For.) COMPLETE SET $20.00. 


PRESSMAN & TEMPEST CO. 


FEATURING ‘‘ART IN WOOD’”’ 
308 CHERRY ST., PHILADELPHIA, PA. 













The April Ist issue of the Saturday 
Evening Post will carry a full page 
ad that will tell over 3,000,000 
readers about PLIOFILM, "The 
New Miracle Window Fabric." 
EF R E E g Your store will want to tie-up. 
Special window odver- MAHARAM is ready to help with 
oe SPECIAL LOW PRICES, SAMPLE 

WINDOW and FREE WINDOW 
MATERIAL. Write for details now! 





oo 2 
Maharam \ Samples 
Can Fill os 1 | se ae ) and Prices 

Every FABRIC CORPORATIO - On 
Displey Need NEW YORK—130 WEST 46th STREET Peel 
e CHICAGO—6 EAST LAKE STREET e 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 











WINDOW DISPLAY ecg nepopn 
Increase your knowledge and your 

earnings. Superior training in Trim- 

A AT & R IA L ming, Backgrounds, Showcards. Mod 
erate cost. Day and evening classes. 


FREE PLACEMENT SERVICE. 


BECKER SIGN SUPPLY CO. ACADEMY OF DISPLAY 


314 N. Eutaw St. Baltimore, Md. 8 E. 41st St. at Sth Ave. (BkIt N.) New York 




















odWay 


GRINDER 


A Display Man’s Tool Drill 
and Grinder Set 
Just the thing to carry out on the 
job light in weight—makes the 
toughest display building jobs easy. 
Correctly designed, correct oper 
ating speeds, genuine high torque drill 
motors. 1000 RPM DRILL, Die cast 
handle and gear case, and blue crackle 
steel body, handles 4%” in steel, $7.95. 
20,000 RPM GRINDER to match, more 
efficient design, more power, $5.95. / 
double sale opportunity—the Drill and 
Grinder with 5 accessories in a fitted 
steel carrying case, $14.95. A Stand 
that converts these tools into a lever fed 
drill press or precision grinder, $3.95 
This handy drill and grinder set will 
more than pay for itself by doing the 
work easier and quicker. Also a com 
plete line of SpeedWay 
Motors and Turntables 
for all types of ani 
mated displays. 


Write for Catalog 


DRILL AND 
GRINDER SET 


$1495 


Speepway Merc. Co. 


1839 S. 52ND AVE, 
CICERO, ILLINOIS 








BAMBOO 


AND 


RATTAN 


RAW MATERIALS 
FURNITURE 
ACCESSORIES 


All Sizes Stock on Hand 


WRITE FOR SAMPLE 


UNUSUAL ProbuCTS Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 











You spend good 
money for adver- 


ARDBOARD tising cutouts or 
* EASELS counter merchan- 


dise displays. It 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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THE CHANGING DISPLAY SCENE 
[Continued from page 5] 


wanted to look different. It so happened 
that the original Altman windows were close 
to 20 feet high. He pulled out his low, 
temporary windows that were in scale with 
everyone else’s and opened them up. As a 
result, his Viennese waltz promotion was the 
talk of the Avenue. Sales on the promotion 
increased 40 per cent. 

The next big development is famous. | 
refer to the Lord & Taylor bells. Again, we 
Miss Shaver-—Miss Shaver and 
competition. Miss Cole at Bonwit’s was 
“news making” promotions week 
Dick Wallace was going to 
Altman's. Lord & Taylor had 
this, yet, its promotions had 
slipped into a formula. Miss Shaver became 
The pressure was started. Christ- 
mas was approaching. Dana O’Clare, dis- 
play director, went to town with the bell 
display. “We must give a free show,” Miss 
Shaver said, “only it must be better and dif- 
ferent than that of anyone else.” O’Clare 
did it with a brand-new-element, sound. 
However, we all know that sound was only 
one of many essentials to the promotion. 
the published figures on in- 
You also may know that 
they made miserable the life of every dis- 
playman in New York City and the rest of 
the country. “Do something either like Lord 
& Taylor—or something better.” Display 
received its place as a really important part 
of the store's promotional life. 
itself all 


come to 


breaking 
after week. 
town at 
started all 


restless. 


You know 
crease in business. 


This new life expressed over 
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town. Irving Eldredge, R. H. Macy & ( 
two months after the bell windows, br 
with the spring music boxes. Tradition 
Macy’s on Broadway was broken. A if 
show became more important than the pri 
uct. Also, no promotion outside of 1 
Broadway Christmas window ever stayed 
over one week. Yet, these windows, wh 
were installed during a week of almost ¢ 
stant rain, beat figures in the entire appa 
and accessory division, and don’t for 
there was little or no merchandise in the 
free show settings. The following week the 
windows taken out. And, thro 
either coincidence or the fact that they were 
removed, business did not go ahead. T! 
were reinstalled the third week and busin 
picked up satisfactorily. These windows 
were crowded continually. 

Lord & Taylor then followed with a cos- 
metic promotion in which the odor of per- 
fume was waited to passersby. This again 
made news. 

Macy's next ran a piece goods window 
called “Macy’s Six Little Theaters”—dis- 
cussed in a page newspaper ad. Merchan- 
dise was not talked about. Yet the piece 
goods division went ahead. John Rosenberg 
of Abraham & Straus ran a big September 
sale in the seven Fulton street windows 
without merchandise. These were the “Har- 
vest Moon” windows. Business increased 
so satisfactorily that they were left in for 
two weeks. Incidentally, there was a real 
idea behind these merchandiseless windows. 
Fulton street always carries unadvertised 
style merchandise. Usually during the giant 
store-wide sale, advertised merchandise is 


were 





—Above is pictured a display which stopped traffic every day it was on view in an invisible 


glass window at Jenny's, Cincinnati, Ohio. 


Designed by Russell C. Kehrt, display manager, 


the illusion of a hard rain was so natural that observers at a little distance were heard to 
express the belief that actual water was being used. As a matter of fact, the "rain'’ consisted 
of a shredded cellophane curtain which was kept shaking by means of a small motor. Crushed 


cellophane formed "'pools'' on the window floor. 


The clouds were of spun glass, concealing 


lights (some blue, some white) operated by a flasher to create the effect of lightning. . . . The 
purpose of the window was to advertise the fact that shoppers may borrow umbrellas from 


Jenny's without charge. 


The message was lettered in white on the umbrella in the back 


ground: "When you're caught in the rain, just drop in Jenny's—we'll lend you an umbrella 


no cover charge!" 


Jenny's, incidentally, is modern in every way, including “electric eye 


glass doors that open automatically as a shopper prepares to enter; another innovation is th: 
broadcasting of soft music on every floor throughout the day— 
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EATON 


CLOSE-CROPPED 


GRASS MATS? 


They have the attractive appear- 
ance of a smooth, velvety lawn. 


assures longer wear. 


Ask them for samples and prices. 


HAMBURG - 





Have YOU seen the NEW 


Our new dyes give them much more permanent color. Our new special double lock stitch 
Available in 28, 32, and 56 rows, in Eaton green. Standard size 3’ x 6’. Also round mats 


in three sizes. Use these better mats liberally for more attractive Spring displays. 


Eaton Grass Mats are sold exclusively by leading display jobbers throughout the country. 


EATON BROTHERS CORP. 


formerly Hamburg Floral Mfg. Co., Inc. 


AMERICA’S LARGEST MANUFACTURERS OF GRASS MATS 
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HERE IS AN 


All- Purpose 
DISPLAY BOARD 























put in the windows. The rub has been that 
after the sale, when style merchandise again 
appears, it always takes several weeks to lift 
the style angle back to where it should be. 
With this in mind, the “Harvest Moon” win- 
dows were devised. The sale went ahead 
and broke figures. 

I think these facts prove conclusively that 
a display promotion of a purely institutional 
nature, in the spirit of a free show, can and 
has done a terrific job in selling an institu- 
tion. Lord & Taylor definitely attributes its 
storewide increase in volume to a consistent 
effort in the windows to sell the entire store 
through stunts. 

This last Christmas the bell windows were 
installed in sixty-three cities, including Ha- 
wali, Puerto Rico, and Canada. The “Snow 
Storms” appeared in fifty-eight cities. In 
all cases the stores stated sales held up or 
went ahead. 

While these facts prove that the publicity- 
making promotion is doing its job I should 
like to advise caution. In the past, com- 
petition has shown that every movement is 
copied extensively. And when any special 
technique becomes general, freshness and 
surprise is lost and when surprise is gone 
the consumer will not look. If he fails to 
look, he will not buy. 

Already, the present-day display technique 
[ have just described is being copied. I 
Visited twenty-two cities during December 
and covered at least two stores in each city. 
Competition in sound has reached a state 
where it is dangerous. Sound is still good, 
but pick your spot. Pick a time for it when 
you know or feel relatively sure your com- 
petitor won't use it. 

I hope I have left the thought that there 
are profits, great profits, to be had by em- 
ploying the institutional, publicity-getting, 
free show promotion. But make sure in 
Planiing it that it is fast or easily recog- 
nize Second, that it is believed or in sym- 
pathy with consumer understanding. Third, 


that it has surprise. And by all means use 
it judiciously. Pick the right story, for the 
right buying public, at the right time. Don't, 
through the use of the publicity-getting pro 
motion, become an addict to it or it will lose 
its surprise and importance. Look for new 
technique before you become stale. If you 
don’t your competitor will. Don't be afraid 
to pioneer. The greatest sales resistance to 
a new idea is on the part of the merchant 
who says, “Where has it been done before ?” 
Take a chance on a new thing. Remember 
that every important display promotion that 
created this present-day picture was a new 
one. The public loves surprise. Give it to 
them and like the stores mentioned above 
you are bound to get increased consumer 
attention and increased volume sales. 


New Painting Technique 
Offers Novel Effects 

A new technique in painting, known as 
finger painting, is being developed by Binney 
& Smith Company, 41 East 42nd street, New 
York City, and seems to offer a number of 
possibilities in the display field.  Surpris- 
ingly strong and impressive effects are pos- 
sible with the paint developed for this pur- 
pose and when used for display panels or 
backgrounds the effect is very novel and 
“different.” The paint is suitable for prac- 
tically any material from paper to fabrics. 
The firm has prepared a booklet describing 
the method, available on request. 





James House Joins 
Lintz, Guthrie 

James House has taken charge of the dis- 
play department of the Lintz Department 
Store, Guthrie, Okla. 
New Display Director 
For Interstate 

Mrs. Augusta Waterman is now with In- 
terstate Department Stores, New York City, 
as display director. 


Solid Wood Pulp Board is 
designed to meet the exact- 
ing requirements of the lead- 
ers of the Screen Process, 
Sign and Display Industries. 
The unusual high quality of 
this board is the result of 
many years of practical ex- 
perience and research in the 


field. 
1---FOR WINDOW DISPLAYS 


In four thicknesses. 


1/10”—Primetex 
1/8”—Woodcraft 

3/16”—Paramount 

3/10”—Supermount 


2---FOR SILK SCREEN 


This board is non-absorb- 
ent—requires less paint 
or coating. Its smooth 
surface takes process or 
paint doing justice to the 
most detailed figures and 
designs. 


3---FOR CUTAWL 


You can depend on afine, 
clean edge for cut-out 
letters and other products 
of cutawl machines. The 
cutawl blades remain 
sharp longer as there is 
no gritty substance in 
this board. This Solid 
Wood Pulp Board will 
not buckle or warp and 


is already treated and 
sized. 


Those who have used this 
specity it repeatedly for dis- 
plays. Why don’t you give it 
atrial? Send for samples. 


HENRY FUCHS & SON 


215 GREENE ST., NEW YORK 
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BLOW IT UP WITH THE 
BRISCHOGRAPH 


And Become an Artist Instantly 


Since 1926 the Brischograph has been a boon 

to busy displaymen, sign men and show card 

writers. It has been constantly improved in 

construction and operation and yet it sells at 

the same low price. 

COVERS 7x7 INCHES OF COPY AT ONE TIME 
AND ENLARGES TO BILLBOARD SIZE 


Model 3/10 $ 2 5 


Complete 
ready to use 

If you do not find it all we claim, return in ten 

days and your money will be refunded. ORDER 

TODAY and learn why others have found the 

BRISCHOGRAPH indispensable. 


The BRISCHOGRAPH CoO. 


24 W. WEISHEIMER RD. COLUMBUS, OHIO 








“Figures Tell the Story” 


MINIATURES & MOTION 


Dramatize Modern Display 
THE TALK’S GOING ’ROUND! 
Brilliant! Brilliant! Brilliant 


They're a BEAUTY 
and a BARGAIN! 


Write for Catalogue of Latest Developments 
in the Display Field 


GOODMAN .f’cx*e ~~ COMPANY 


Sleeve Form 
_ Specializing in Character Miniatures 
LIFE SIZE MANNEQUINS + MOTION 
19 West Mth St., New York, N. Y. 
Wisconsin 7-8951 
Distributors Wanted 
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BORN FLEXIBLE .. 








“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 


CORONET 
MANNEQUINS 


The newest group in Amer- 
ica. Every figure individu- 
ally sculptured and painted 
to perfection. 


Illustrated Catalog Available 
Upon Request 


Salesmen Wanted 


ISPLAY EQUIPMENT CORP. 


147 WEST 377H STREET NEW YORK 
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LOS ANGELES WINDOWS 
REFLECT SPRING 
[Continued from page 7] 

scalloped top are pastel yellow, this being 
repeated in the flower pots. An exotic blue 
vine adorns one side of the pillar. The floor 
panel is covered with mixed blue and yellow 
fabricord with moulding in the same shades. 
The flower pots holding the mannequins are 
flocked in a deep blue and filled with yellow 
chatt. A glass square supports the acces- 
sory unit. The scrolls are yellow with duo- 
tone lettering in blue. 

A sophisticated window spotlighting one 
periect spring costume with its harmonizing 
accessories is displayed by J. W. Robinson’s. 
the “Follow The Modes Of 
Spring” windows. The floor, covered with 
black moire, is edged with silver moulding. 
town costume 
Near the man- 
nequin is posed a large white urn containing 
natural almond boughs. Half circling the 
orange circle is a black and white rope with 
one end extending to an accessory unit near- 
by. The left side of the window spotlights 
a “Lucite” perch holding a white and red 
bird. The suspended from the 
ceiling with black and white rope, while the 
window is spotlighted from the ceiling. 


This is one of 


The mannequin in her chic 


stands on an orange circle. 


perch is 
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Wood Carvings Offer 
Unusual Display Effects 

Wood carving in all its branches is mn 
being offered the display field by Pressman 
& Tempest Company, 308 Cherry  strec:, 
Philadelphia, Pa. Claiming very reasonab'e 
prices as the result of mass production, t 
firm has created a number of display piec 
of various types. Included are figures pain:- 
ed, stained, waxed, or left in the original 
wood texture aiter being smoothly sand 
Most of the figures are large, a number 
models being life-size, and available in any 
style or pose. The company has also d: 
veloped a set of “window blocks,” or inter- 
changeable wood units, with which it is pos 
sible to create many unusual display effect 
Literature is available on request. 


Create Optical Phenomena 
For New York Fair 


Optical phenomena will 
heighten the color effects at the New York 
World’s Fair. Thus the entrance into the 
“golden zone” will be painted blue-violet. As 
visitors emerge from the entrance their eyes 
will be “fatigued” for blue-violet and _ its 
complementary color, yellow, will appear 
even more brilliant than under normal cir- 
cumstances. 


be employed 
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- « BAMBOO 


Put that TROPICAL Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO 


Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of 
Fabricated Bamboo and Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. 


MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charm- 
ing, sophisticated. 

FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 

In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St... Ki von x Y 
ooo OOOO 























NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color 
worn or faded carpets and draperies. 
Fast colors— Permanent results. Just 
brush it on. The perfect coloring for 
use with air-gun to re-color old fabrics. 


Information and Sample on Request. 


Helms Chemical Company 
58 W. Washington Blvd. Oak Park, IIl. 














tat FREE COPY! 








Daily’s NEW 







SIGN WAITERS 1938-39 
sure ar 
ars CATALOG 


Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


BertL. Daily.Ine. 
122 East Third St., Dayton, O. 





$1,000 In Prizes 
In Pequot Contest 

Pequot Mills is offering a total of $1,000 
ina display contest to run during April and 


the first two weeks of May. Each prize 
will be divided equally between the display 
Manager and the sheet buyer. The awards 
ul first prize, $500; second; $200; third, 
$100, and ten honorable mention prizes of 
$20) each. 


ich entry must consist of two repro 
ducible photographs—one of a window dis 
plas and one of a department display featur 
Each entrant will be 
pai $5 for his two photographs if they meet 


Pequot products. 


DISPLAY WORLD 





Question: Can you tell us something of 
the average feminine traffic flow in a city? 
Atlanta, Ga. 

Answer: 
play Survey and Market Coverage report 
completed some time ag 


According to the Window Dis- 


» for several na- 


tional advertiser associations, feminine traf- 
fic in the average city’s main business dis- 
trict is as follows: the feminine traffic vol- 
ume builds up steadily from 7 :30 a. m., takes 
a sharp spurt between 8 and 9, drops a bit 
at that time because the business women are 
at work, but climbs from 10 until 2 p. m. 
Then the feminine traffic volume is pretty 
constant until almost 6 p. m., when it 
plunges, only to rise again around 7 :30 when 
it is stimulated by social and recreational 
activities. 


Question: Can you give us the percentages 
of the approximate absorption of reflecting 
surfaces ?—Quincy, Mass. 

Answer: The absorption loss is said to be 
about as follows: polished silver, unpro- 
tected, new—5 per cent; silver surface, 
plated on glass—8& per cent; silver plated 
glass—l0 per cent; silver surface, lacquered, 
new—25 per cent; silver surface, lacquered, 
old, up to 65 per cent; nickel, freshly pol- 
ished—40 per cent; common aluminum and 
alloys—40 per cent; stainless steel—60 per 
cent. These figures represent data compiled 
by one of the leading reflector manufac 
turers. 


Question: Please give us some informa- 
tion as to the best way of covering wall 
board with paper, such as the thin metallic 
papers.—Minneapolis, Minn. 

Answer: One efficient way is to follow the 
same method as used by a_paperhanger, 
using the same type of paste as for wall 
paper. Have the wall board free of dust. 
Place the paper face down on a table and 
apply the paste with a paperhanger’s brush. 
Start at one end of the board, smoothing 
out the wrinkles from center to the edges. 
If the board is very porous it is well to give 
it a thin coat of paste as sizing and let it 
If you think 
the board might warp, paste wrapping paper 
or newspapers over the back. The paper 
hanger’s paste is made as follows: 2 pounds 
of wheat flour; 1 quart of cold water; 1 
ounce of alum; 4 fluid ounces of hot water; 
14 gallon of boiling water. Work the wheat 
flour into a batter, free from lumps, with the 
cold water. Dissolve the alum in the 4 
ounces of hot water. Mix the batter with 
the boiling water, stirring; if necessary con 
tinue boiling until the paste thickens into a 
semitransparent mucilage Then add_ the 
dissolved alum. 


dry before mounting the paper. 


the requirements of the contest Entries 
must reach Pequot Mills, 21 East 26th street, 
New York City, on or before May 15. Con 
test judges are Kenner Boreman, Dry Goods 
Journal; Syl C. Rieser, executive secretary, 
International Association of Display Men, 


and R. C. Kash, editor, DISPLAY WORLD 
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ARTIFICIAL 
GRASSES 


Grasscloth - - 36”, oa 72” Width 
Mosscloth - - 36”, 54”, 72” Width 
Grasstex - - - 36”, 54”, 72” Width 


TRU GRASS 


36”, 54”, 72”, 108” Seamless 
Grass Mats — All Sizes 
PANELFELT — DRAPRITE FABRIC 
BROADLOOM HAIRFELT CARPET 


Write for Color Cards 


ANKERUM MFG. CO. 


1509 Wood St. Philadelphia, Pa. 


MANUFACTURER OF FELTS 











FLEAG*ACTION 


MOTION MECHANISMS 


Every day, Displa y Men all hes the 

ering the q uietness, 

power of these fine 
imation motors. Any speed or 
vi current/ Gears enclosed in oil. 
REVOLVING MECHANISMS 


* re disco 


30 to 100Q'1b displays. 
WRITE TODAY, to 


MERKLE 
~KORFF 


Gear Co. 
21! N.MorganSt 
role |te?-\clo un] a a 














NEW ZEALAND 


is an active 


DISPLAY MARKET 


WANTED—Prices and samples of dis- 
play materials, display boards, animation 
units, display specialties and color light 
ing units, suitable for general display use 
and for the Centennial Exhibition in 
New Zealand. 

Reference: DISPLAY WORLD 


Cc. H. ANDREWS 


Display & Store Equipment Distributor 
P. O. Box 660, Wellington C 3, New Zealand 














Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


NO = WIRES 
ELECTRICITY 
ARISTO MFG. CO. 


6 FIFTH AVE. 
NEW YORK CITY 
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LIGHT CONDITIONING WITH light lamps were used in a simple parabolic lighted with the daylight lamps, the use 
FLUORESCENCE reflector of specular metal. The lamps were warm white or color tints can be employ 
" located on 4-foot centers and with the re- to increase the contrast value of the case. 
[Continued from page 24] flector mounted 48 inches above the counter From the standpoint of air conditioni1 
store; color for beauty and for added zest; 60 foot-candles of artificial daylight were these new cool sources fill a long-felt ne 
color that will relieve the monotony of much _ provided on the counter top. Since 1 kilowatt of air conditioning pow 
of the present lighting and satisfy the aes- The new lamps are a natural for the light- is required for every 3 kilowatts of lightir 
thetic sense at the same time that it creates ing of all kinds of show case displays and it is readily apparent that the new sources 
sales. As producers of colored light, the particularly those containing such goods as producing as they do only one-fourth 1 
new fluorescent lamps leave little to be de- confections which can not stand much heat. radiant heat of filament lamps when figur 
sired. For example, the green lamp pro- Since they give off only one-fourth as much on a foot-candle basis, are ideally adapt 
duces about 65 times as much light per watt radiant heat per foot-candle as do filament for use (1) in both old and new stores wh« 
as the corresponding size of natural colored lamps, their use results in much lower case air conditioning is being considered, and | 
filament lamps, while with the blue lamp the temperatures, with the result that confec- for providing a means of improving the 
ratio is about 100 to 1. tions do not melt, customers can place their lumination in air conditioned rooms whic! 
While these new sources are definite aids hands on the counter without thinking they are inadequately lighted. 
to better selling when applied as general have suddenly come in contact with a heat- The fluorescent lamp is a low watta 
lighting, they can also do an excellent job ing pad, and the sales personnel is able to source, hence more lamps are required 
of providing the supplementary lighting nec- serve with greater comfort and effectiveness. produce a given number of foot-candles tha: 
essary for those special displays which the In addition to the heat factor, the daylight would be required with filament lamps. 
merchant wants the shopper to see. Used lamps in particular have another advantage is, however, more efficient than the filame: 
over counter tops, show cases, wall cases, which is a plus in favor of using them for lamp and this just about offsets the greater 
refrigerated cases, mirrors, and special fea- show case illumination. They make the dis- investment required per watt for installation 
ture niches, such displays are given new play stand out from its surroundings with and the increased renewal cost of the lamps 
appeal. In a typical case, the 30-watt day- multiplied prominence. Where the store is 








Novel Use Of Stencils 
For Fair Building 


ODDORTUNITY FXCHANGE Unpainted redwood, applied in vertical 

strips and sand blasted to produce a novel 

color and texture effect, forms the unusual 

exterior surface of the Contemporary Arts 
building at the New York World’s Fair. 

The building, which will house an exhibi- 
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SALESMEN WANTED Distributors Wanted 
in all states to handle complete line of display For sensational electrical animated mass-appeal : é pia 
materials and accessories. Every merchant is a display projector. Fully patented. Has adver- tion of the works of 800 contemporary 
buyer. Write at once for your territory tising advantages of big expensive electrical ani- American artists. is said to be the first 
Add “p. C.D.” mated signs or billboards—yet cost is amazingly pias P eid 
Address “P. C. D. low. Used indoors or outdoors for stores, thea- structure ever erected in the eastern United 
Care DISPLAY WORLD tres, hotels, showrooms. Attracts thousands. States to make use of redwood as an impor- 
Everyone looks. Big market! Exceptional op- é 5 Oa 
portunity for experienced distributors or agents tant architectural element. a 
with financial responsibility. Another feature of the building will be 


WANTED MOVING WORDS PROJECTING its murals, executed by Arthur Covey in 

Salesmen calling on the decorators. We 4505 N. Kedzie Chicago, Ill. lacquered brass. Depicting the arts of the 
can offer a good side line on a commis- western hemisphere, these murals give the 
sion basis. Mention territory you travel. appearance of huge brass stencils with red- 
Address “BOX C. M. A.” DISTRIBUTORS WANTED dish walls as a contrasting background. Ac- 

Care DISPLAY WORLD For the new, patented Premier Price-card Sys- cording to Frederick L. Ackerman, one of 

tem. Sure-fire seller and strong repeat display re : - .: ; “ = 

item for all stores. Senéational value. at kc. the architects, their design grew out of a 
Big profits. Beats all competition, study of stencils, and it was the original 
COURSES in Window and Store Display, Back- PRINT-O SPECIALTIES intention to use them merely to protect por- 


ground Design; Merchandising Ideas; Exhibi- ‘ P 3 : 
tion Displays; Show Card Writing; Advertising P. O. Box 5234 Tampa, Fla. tions of the wall surfaces while sand blast- 


: y z ye ) Tr: i _- 7 ° . . ~ 

Copy and Layout. Personal rraining Individ ing, thus producing an etched effect. 

ual Advancement. No Correspondence Courses. mH . 
Redwood was selected as a wall surface 


THE RAY SCHOOLS SIGN PROJECTOR sadaikh Gcetitiaiec ia (a aaa see aa 
William F. Ray, Pres.; J. Duncan Williams, Dir. FOR SALE, Clear-Opticon, perfect condition. material because of its interesting color an¢ 
Dept. DW, 116 South Michigan Blvd., Chicago. we vag: we pr oer Complete texture, because it can be obtained in almost 

with lamps, $11... . Brischograph 3-10 and air- - moa Be a ? oy Oe es 

conlad projectors, 415 aad $35. Send foc deser any size board, and because it is subject to 
tion. very slight shrinkage and twisting and has 

WANT A BETTER JOB? SIGN PUBLISHING CO. a very long life. Sand blasting was em- 
LEARN Window and Department Store Display, 1925 Franklin Ave. St. Louis, Mo. | el t wive tile + the surface of the 
Background Designing, Showcard Writing, Re ployec 2 Sive aS sd a ace k 
tail Advertising—Copy and Layout. Practical wood. The process eats away the soiter 
instruction by Fifth Avenue Display Experts. . . an. ¢ ‘ a4 -reati afr sur- 
Free Placement Service. Booklet DW. Position Wanted—Window trimmer, card pale on the grain, ceratng ” frye “6 
Broadway School 119 West 57th St. writer, now employed in high-class men’s face which reflects the light trom all angles. 
of Display Arts New York City store, desires position. Five years’ dept. 
store experience. References and photos. 


ADVERTISING — HOME STUDY—The Adver- Address “R. B. L.” J. H. Johnson Joins 

tising Minded Displayman is qualified to make Care DISPLAY WORLD Weinberg Ss, Chester 

the most money. Many have graduated from i 5 ei i = oe eee ‘oplay 
this long-established school. Common _ school de Wks Johnson, formerly assistant display 
education sufficient. Send for free booklet out- manager for Rosenbaum’s, Pittsburgh, Pa., 


lining home study course and requirements. Partnership Wanted — All-around tool and die has joined Weinberg’s, Chester, Pa., where 

PAGE-DAVIS SCHOOL OF ADVERTISING maker and machinist; over 15 yrs. exp., good ae ie Ne Pity ve 

3601 Michigan Ave., Dept. 266B Chicago references, no judgments; can stand full investi- 1¢ Wi lave Charge of display. 
gation. Desires to contact mfr. of window display 

fixtures or similar metal business, to join as ac- 

tive partner. Would also consider position. <A 

PERSONAL NOTE try-out will convince you. Can invest $500. Ad- 

a dress “R. K.,” DISPLAY WORLD, 1101, 175 se Waa 


Mr. Display Director—Do you need a display Fifth Ave., New York City. Window Trimmer and _ Display Artist. 
man and signwriter who would be a good all years’ department store experience. Show cards, 


around assistant in your dept? Am young, exp., backgrounds, commercial art. Age, 26. Willi 


and thoroughly competent to handle any assign to go anywhere. 
ment. Act now—obtain concrete evidence. Exp USE THE 
” 


‘ Address “BOX OG” 
and ref. details o quest. Address “L. J. D., I 7 
care DISPLAY “WORLD. ™ J OPPORTUNI EXCHANGE Care of DISPLAY WORLD 


$2.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY STUDIO PROBLEMS 


Vil. FLOCKING 
[Continued from page 10] 
ture in the air the flock will tend to ball up 
or appear lumpy. The sifting will break up 
these lumps, enabling the flock to feed 
smoothly through the gun. 

Thirty-five pounds of air is the most satis- 
factory pressure to use, holding the gun ap- 
proximately 6 to 8 inches from the panel. 
This allows a larger coverage and, to keep 
from clogging in the gun, a quick, jerky, on- 
and-off trigger movement is the best. If the 
pressure is kept at a steady flow as you 
would for spraying paint, the flock tends to 
clog in the nozzle, especially if there is 
much moisture in the air. The on-and-off 
movement of the trigger will help to prevent 
this and it does not slow up the operator or 
cause him to get wavy coverage. 

In spraying flock, a small closed-in spray 
booth should be used. The size can be de- 
termined by the nature of the work to be 
run. It is not necessary to have a fan or 
vent, as the flock settles quickly to the floor. 
We use a wall board booth, about 4 by 6 
feet and 8 feet in height, with a curtain over 
the front. The panels are placed in the 
booth and the operator can flock the panels 
conveniently without loss of time, with a 
helper to put in and remove the pieces. Both 
should wear dust masks to prevent the flock 
from getting into the nostrils and throat. 
This precaution should be observed in all 
display shops. By using a small booth, the 
flock falls into the enclosed space and does 
not float through the air and settle over 
everything in the rest of the shop. The cur- 
tain over the front prevents it from blowing 
out. A fan should never be used anywhere 
near the booth as it tends to keep the little 
flock particles circulating in the air. Flock 
settles quickly and if a clean paper is put 
on the floor of the booth before the opera- 
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tion, the flock can be salvaged and reused 
again and again. 

A large Coleman oil heater display back- 
ground has the wording on the “Lamiluxe” 
center panel flocked in black. At the back 
of this panel is a heat wheel which gives 
the effect of circulating heat arising from 
the top of the heater, silhouetting the 
flocked letters. Two heads on the side panels 
are flocked in white with the wording di- 
rectly below flocked in vellow. The rest of 
the background is finished in flat lacquer 
with ivory, black, and shades of orange. 
With this display is a moving unit which 
automatically opens and shuts the doors of 
the oil heater. This display is one of the 
best sellers we have ever produced for our 
dealers and it is fast proving one of the 
best liked. It is rich in appearance and 
makes a harmonious setting around the 


heater. 
A floor furnace display has flocking on 
the “Lamiluxe” center panel only. This is 


also silhouetted from the back by a_ heat 
wheel which gives the heat circulating ef- 
fect. The rest of the display has cut-out 
letters around the circle and the lower sec- 
tion surrounding the furnace is processed in 
attractive, bright colors. This unit acts as 
a demonstrating display in the dealer’s store 
and also as an attractive window unit. 

In this article we have attempted to give a 
few of our experiences in flocking. They 
are all offered as suggestions and many of 
them are quite well-known ideas already 
used in shops throughout the country. While 
various methods of flocking have been used 
in the past, the introduction of the new gun 
for spraying either silk, rayon, or wool flock 
has revolutionized this display aid and dur- 
ing the next few years we will see a great 
many flocked pieces. Displaymen will use 
it more and more, for it is a practical dis- 
play idea and not just a fly-by-night stunt 
Flocking is here to stay. 





—Korl Kneis went native in this charming display for sports wear with a tropic influence, for 


Stix, Baer & Fuller, St. Louis, Mo. 


(Incidentally, DISPLAY WORLD received a letter recently 
from a subscriber in New South Wales, asking for more displays by Karl. 


It seems they like 


his work over there, too) — 
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For Beauty and Economy in 
Spring and Summer Displays 





Reyburns 





COMBINATION SPRING & SUMMER UNIT No. 390 
72” High, 42” Wide, Two Convertible Plaques 
See It on Display at Your Service Wholesaler 


THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA, PA. 
SHOWROOMS: — NEW YORK — 


The Fountain Air Brush 


The AirBrush of the Particular Artist 


— 


CHICAGO 











A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 








specializing exclusively in 


—VELVETEENS— 


36-inch attractively priced, permitting their 
unrestricted use for all branches of display. 


—RAKO-SEAL— 
a lustrous plush at an unusual price 


Wholesale Only — No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 East 22nd St. New York, N. Y. 











Light -- Color -- Action 
GOLDE MAKES A UNIT FOR 
EVERY PROBLEM AND DISPLAY 


Pin Spots, Baby Spots, Rotochrome Color 
Spots, Fresnel Spots and Floods—Special 
Units for Concealed Down-, Side-, and 
Up-Lighting. 
Our Engineers Can Solve Your 
Problem, and we Can Make the 
Unit to Fulfill Your Requirements 


GOLDE MFG. CO. 





1218 W. MADISON ST. CHICAGO, ILL. 















Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out Zor you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(7 Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

() Show Card Colors 

) Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Window Drapes 
Window Lighting 
Wood Carvings 


() Do you wish a copy of their catalogue? 
C) Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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Harry H. Heim resigned as display man- 
ager for Lipman, Wolfe & Co., Portland, 
Ore., to take charge of display for The 
Marston Company, San Diego, Calif. 

Peter Deverick, for twenty-five years with 
Hahne & Co., Newark, N. J., joined the 
display staff of John Wanamaker’s, New 
York City. 

Sixty-four Los Angeles displaymen got to- 
gether for a banquet at McKee’s Cafe, at 
which plans were discussed for a local or- 
ganization. J. M. Walters, J. W. Robinson 
Company, was introduced as the dean of Los 
Angeles displaymen. 

Local display associations were formed in 
Johnstown, Pa., Terre Haute, Ind., and a 
bi-state group from the cities of Monmouth 
and Galesburg, Ill, and Burlington, Iowa. 


MARCH, 1929 

R. M. Davis resigned as display manager 
for Morehouse-Martens Company, Colum- 
bus, Ohio, to enter another field. O. O. 
Strawn, his first assistant, succeeded him. 

Lloyd R. Cady, display manager, Phelps- 
Dodge Mercantile Company, Dawson, N. M., 
resigned in order to locate in a larger city. 

Harley H. Wallace, formerly with W. 
Levine Company, Gainesville, Texas, joined 
the display staff of A. Harris & Co., Dallas. 

LL. S. Janes, new executive display director 
for Hartman Furniture Stores, took com- 
mand of his new post. 

D. C. Sullivan left the Schunk Depart- 
ment Store, Milwaukee, Wis., to assume 
charge of the display department of the 
Baron Brothers Department Store, Madison. 

Some 200 Eastern displaymen and guests 
attended a roof garden party given by the 
Metropolitan Display Men’s Club, New York 
City. J. Graham Waters and Jerome Jaffrey 
handled the details of the affair. 

The following men were elected officers of 
the Indianapolis Display Club: president, 
A. J. Roeder, William H. Block Company ; 
first vice-president, A. Wheeler, Pettis Dry 
Goods Company; second vice-president, A. 
Burnette, H. P. Wasson Company; secre- 
tary-treasurer, O. B. Springer, also of Was- 
son's. 

Dan Dempsey, formerly with Wanamak- 
er’s and Bloomingdale's, New York City, 
joined the staff of Edward S. Arkow, Arnold 
Constable’s. 

George H. Wagner, display manager for 
the Sears, & Co. store at Des 
Moines, Iowa, was promoted to the position 
of director of interior displays, his duties 
extending to all retail stores in the firm’s 
chain. His headquarters were in Chicago. 

Daniel McCarthy was made head of the 
display staff of the eleven stores of Wallach 
Brothers, New York City. 

Herman Van Eckhart, formerly with H. 
Liebes & Co., San Francisco, became dis- 
play manager for Hecht Brothers, Washing- 
ton, a. <. 


Roebuck 


Einson-Freeman Exhibits 
Direct Color Displays 

The Einson-Freeman Company, Long 
land City, N. Y., is currently exhibitin 
the Roger Smith Gallery, 4Ist street 
Madison avenue, New York City, a g: 
of examples of the firm’s work in d 
color displays. Einson-Freeman has t 
special interest in the “realism” which c: 
thus be obtained, and the general \ 
spread interest in this new method is shown 
in examples from various industries, © hief 
among which are brewing, distilling, and 
cosmetics. 


Wilbur Reed With 
Missoula Mercantile 

Wilbur Reed now heads the display de- 
partment at the Missoula Mercantile Com- 
pany, Missoula, Mont. 
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Academy of Display 

Ace Paper Company, The 

Andrews, C. H 

Ankerum Mfg. Co 

Aristo Import Co., Inc 

Becker Sign Supply Co 

Bliss Displays, Inc.... 

Brischograph Co., 

Certain-teed Products Corp. 
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For 


dramatic new display effects 


TRY G-E FLUORESCENT MAZDA LAMPS 


in these places 











SPECIAL COUNTERS — Both davy- 
light and warm white fluorescent 
lamps at your cosmetic counter let 
customers see make-up by its in- 
door and outdoor appearance. 





SPECIAL DISPLAYS — With 
fluorescent lamps, entirely dif- 
ferent effects can be had simply 
by changing to lamps of another 
color. Makes it possible to vary the 
lighting easily. 








SHOWING COLOR—Where 
colored fabricsare shown isanother 
ideal place for using both daylight 
and warm white lamps so that 
indoor and outdoor appearance 
may be seen. 





SHOWCASES —Daylight fluores 
cent lamps are especially suited 
to showcase lighting where color 
of objects is important. The top 
of the case is much cooler than 
with incandescent lamps. 











HIGHLIGHTING — Portable 
fluorescent units may be effective- 
ly used to highlight merchandise, 
or as test lights for color matching 
or color evaluation. 





WINDOWS —Daylight fluores- 
cent lamps may supplement the 
general display illumination. 
Alone, for nighttime attraction, 
they show merchandise in its out- 
door colors. 


| eke | 
ee | 


Whit | 





\ > = ——j} 
| Wy” Ser] 
i w> 


SMALL CASES — Merchandise 
in small cases gains added atten- 
tion when properly lighted. With 
blue, gold, or pink fluorescent 
lamps, you have a tool for high- 
lighting specials. 





ISPLAY men in leading department stores have been quick to ap- 

preciate the dramatic new lighting effects they can obtain by using 
G-E Fluorescent MAZDA lamps. Here’s why they lend themselves so 
readily for building exciting displays: 1—Fluorescent MAZDA lamps can 
easily be tucked into coves, on shelf edges and into showcase corners. 
2—They give several times more light than incandescent lamps of the same 
wattage and color ... and for the same amount of light, they are 50% 
cooler. 3—The daylight lamps produce real daylight effects, and are useful 


for color matching. 4—The pink, blue, green, gold, red, and warm white vd A lMOrescen 


lamps make attention-compelling, dollar-drawing displays. 
Ask your MAZDA lamp jobber to show you these new G-E Fluorescent 
MAZDA lamps. Or for useful information about these new lamps, write 


to General Electric Co., Dept. 166-DW-C, Nela Park, Cleveland, Ohio. 
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SALES EMPHASIS —p1, using a 
different color from any surround- 
ing color in lighting behind-the- 
counter cases in one department, 
you gain added sales emphasis. 











TEAR OUT THIS COUPON FOR INFORMATION 
General Electric Co., Dept. 166-DW-C, 
Nela Park, Cleveland, Ohio. 


Please send me additional information about G-E 
Fluorescent MAZDA lamps. 


GENERAL@BELECTRIC | ~-°°" 








Right: Big, smooth pan- 
els of Douglas Fir Ply- 
wood make ideal back- 
grounds for all types of 
exhibits. Try them soon. 


Above: Other merchan- 
dise would look just as 
attractive on this easy- 
to-build Douglas Fir 
Plywood display. 





Displays built of versatile 
Douglas Fir Plywood have 


‘ump 


@ For displays that set merchandise off to best advan- 
tage, use Douglas Fir Plywood. These big, smooth 
panels of real lumber are light-weight, split-proof, 
damage-proof. They work easily .. . can be cut to 
exceedingly intricate patterns ... or bent to pleasing 
curves. Douglas Fir Plywood holds nails and screws 
right at the edge... takes any finish. It can be re-used 
many, many times, thereby reducing your material costs. 


Buy Douglas Fir Plywood By Grade 


Douglas Fir Plywood wallboard—now “grade trade-marked” 
PLYWALL—is most frequently used for interior and window 
displays. For permanent exterior work or outdoor displays, use 
the Douglas Fir Plywood “grade trade-marked” EXT-DFPA. 
Douglas Fir Plywood is also available at your lumber dealer’s in 
panels 3/16 to 1-3/16 inch in thickness and in convenient sizes 
up to 4 x 8 feet. For more information, write for “Grade Use 
Guide.”” Douglas Fir Plywood Association, Tacoma, Washington. 


This motion picture set from Samuel Goldwyn’s The Cowboy and The Lady is built of 
Douglas Fir Plywood. Imagine what a lovely background it would make in your windows. 
Remember, you can build it easily if you use strong, light-weight Douglas Fir Plywood. 





